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The Saturday Evening 
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They won't forget YOUR overshoes! 


More than 12,000,000 people this fall will be 
shopping the BFG and Hood waterproof footwear 
you sell. Shopping through full-page, full-color 
ads in THE SATURDAY EVENING POST and 
LOOK magazines. It’s a vital part of the biggest 
all-out national advertising effort in BFG and Hood 


history. Check 
particularly for Child’s Play boots and Northland 


Be sure to check your stocks now! 
boots for women. They’re red hot sellers every- 
where! For full information, contact: B.F.Goodrich 
Footwear Products, or Hood Footwear Products, 


Watertown 72, Massachusetts. 





HERE NOW FOR EXTRA SALES! 
Watch for two brand new sure-fire sellers 
from B.F.Goodrich and Hood. Ask your 
salesman for full profit details about the 
new Koroseal Overs and Koroseal Clogs. 
Just four sizes fit all men’s shoes. Styled 
for fast sales in smart translucent amber. 





B.EGoodrich 


Footwear that feels as good as it looks 
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hails the debut of an excitingly new 


pump, Bo Bo, with mid-heel covered or 


stacked. Exquisitely crafted in 
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+3308 Bone trimmed with +326 Pate; White with 
+342 White Tiger; =384 Mist Gray with +354 Ascot; 


all-over +576 Spring Brown; all-over =370 Bombay . 


by Hamilton Shoe Company, St. Louis 3 


F GERA CORPORATION, PHILADELPHIA 3 « FASHION OFFICE 61 FIFTH AVENUE. NEW YORK l1é 
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‘YOU LIKE MONEY? 


THERE'LL BE MORE FOR 
YOU TO LIKE WITH 


PORTAGE 
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and 
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rom 


$1195 to $2395 


To get money in big bunches, you 


have to go where it is...and _ the 


money-making men’s shoe sales are 
made in the PORTAGE-PORTO-PED price range. With these 
well-liked lines, you're right spang in the top branches of a big 


fat money-tree—ready to sell, or sell-up, every man who comes in your door. 
special features . . . season-smart style .. . 


Can’t-be-beat comfort. . . 
. the welcome acceptance that 


fine workmanship . . . superior materials . . 


continuous national advertising creates. . . 
backing your play for plus-profit with PORTAGE and PORTO-PED Shoes. 
right in the big-profit 


they're a// on your team, 


And don’t forget their important pricing policy 
heart of the market. That’s where the money comes from! 


PORTAGE and PORTO-PED Shoes are many things to many people. 
lo shoe retailers, they’re money-makers! Write or wire, today, 
for the facts on this profit-wise proposition. 


PORTAGE SHOE MFG. CO. > MILWAUKEE 1, WISCONSIN 


A DIVISION OF WEYENBERG SHOE MANUFACTURING COMPANY 
I 
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to buy an extra pair! 


“always wear 


AT HER Sire 


‘ey FREEMAN 


Write us for the name 
of the Freeman rep- 
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city. Freeman Shoe 





Corp., Beloit, Wiscon- 
sin. America’s Larg- 
est Exclusive Makers 


of Men's Fine Shoes 
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VOTE as you please— 
but please VOTE! 


lm voting For 
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SHOES FOR CHILDREN 


‘EBY SHOE CORPORATION “4 EPHRATA, PENNSYLVANIA 


New York Sales Office: 924 Marbridge Bidg. 
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In This Issue . . 
New Detailing Marks the Spring Pump Styles... 34 


The spring 1961 pumps have beautiful detailing and a great 
variety of treatments. Detailing is something that women un- 
derstand and admire whether in a dress, a coat, a suit or a pair 
of shoes. 


Picking a Center for a Store Site............. 36 
Andrew J. Weiss, vice-president A. S$. Beck Shoe Corp., re- 
veals his techniques for picking a shopping center store 
location. 


Vigevano Show Is Biggest Ever............... 39 


Style news from the largest shoe show ever held in Italy. 


What's in a Shoe and How to Sell it: The McKay 

and Littleway Lockstitch Processes......... 40 
These processes produce shoes of sound construction and good 
value. 


British Shows Point to 
Changing Points for Women............... 43 
From the wide range of exhibits at the two-week British 
“Footwear Fortnight,” it was possible to get a broad picture of 
what producers are going to be offering during the coming 
year. 
For Better Data on Per Capita Production and 
COMOMMITIOR cv cccccccccccccccescvcccccss 4A 


The data which the industry has been using for many years 
are inadequate and inaccurate. A new study is proposed to pro- 
duce more realistic figures. 


Watertown Store Is Spacious and Functional... 46 
The new store recently opened by Park-Elitharp in Water- 
town, N. Y., is the culmination of more than half a century of 
business. 


Departments 


About Shoe People 

Baker Reporting from Washington 11 Retail Merchandising 
Dates to Remember 16 Retail Trade Report 
Deaths Salesmen and Suppliers 
Editorial Salesmen on the Road 
Financial Shoe Shows 

Headlines Trade Literature 
Manufacturing Report Voice of the Trade 
Personnel What's New 


Coming November 15... 


Sub-Teens and Teens, a Fast Growing Market 
This market presents many problems, not the least of which 
is correct fit and style. Every girl wants to grow up, to be con- 
sidered older than she is. 
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A is for astronauts 


Their alphabet is awesome 


their playground — the edge of the world. 


They study the shape of infinity. 
Their dreams outdistance us all. 

A is for astronaut, C is for cyclotron, 
but B stands simply for boy 

still needing the firm foundation, 


the flexible fit, of Blue Star shoes for 


children, designed with an eye to young 
fashion, made with their future in mind. / | 
Visit us at PPSSA : 


Sheraton- Atlantic Hotel 35-66-67 SHOES “Ix seek — Some dev sarsce 


Rooms 517 and 521 Blue Star Shoes, Inc., Manufacturers « 5 Franklin Street, Lawrence, Mass. 





Medwed Footwear, inc., has 13 Model D machines, producing increased volume of casuals, flatties and sport shoes. 


“Better than Possible Performance” 








MODEL D FEATURES 


@ Rotary type shuttle. 

@ 50% greater bobbin capacity, fewer 
bobbin changes. You can wind your 
own bobbins and use less expensive 
thread — and less of it. 

@ You get a perfect, uniform stitch _ 
every time, regardless of variations in 


work thickness .. . every seam is tight, 


and there’s no empty last 

needie hole... 
@ Smooth and effortiess treadie action. 
@ Automatic thread cutting. 








-.-With the GC Sole Stitching Machine Model D 

Medwed Footwear, Inc., of Skowhegan, Me., recently returned 
1 of 14 Model D Sole Stitching Machines ordered to replace 
earlier models. Why? Because in less than six months they proved 
that 13 Model D’s could produce what careful forecasts said 
would require 14 machines. 

**That’s 7% better than we thought possible,”’ says Stanley B. 
Cohen, Vice-President of Medwed. ‘‘'The Model D’s are much 
faster and big bobbins give us longer runs — plus a bonus 
in less thread waste.” 

For fast, uniform off-the-last sole stitching, the Model D is the 
ultimate in performance. Check the features listed, and see why 
Medwed, like manufacturers everywhere, choose the USMC 
Sole Stitching Machine Model D to step-up both 
performance and profits. 

Your United representative can show you how you can improve 
production performance with the USMC Sole Stitching 
Machine Model D. 


adniied. 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Money saved here adds up... 


Piss 


to real Savings when you package 
ae with CARRY - PACK’ handles! 


. . it's easy to operate The results are so beautiful .. . 


and dosen't cost you & no one will ever guess you save money with Carry+Pack Handles. 
cent! We lend it to you 


free of charge. e Carry-Pack gives your shoe packages a custom look and actually 
shaves your wrapping costs to as little as “4¢ per package! 
e Your shoe packages will have a new, smart look, plus a new customer 
convenience. Carry*Pack can be beautifully custom imprinted to match 
any design pattern or trade mark! 


e Once you try it you'll quickly see how Carry-Pack handles put more 
profit in every package whether you box, bag or wrap! Don't put it off 
... do it today! 


e Mail this coupon for further information . . . or a free trial. 


BSR-110 * 
CARRY+PACK COMPANY, LTD. : 
Schiller Park, Ulinois 

Canadian Licensee: Top Paper Products, Guelph, Ont. 


Gentlemen: 

0) Send free, 10 day trialin color. 

OC) Send literature and samples. No obligation, of course. - 
COMPANY LTO Name ett eee te 


Oe Re Ye ee ee 
SCHILLER PARK, ILLINOIS — 
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Flexelon ...a remarkable 
new insole material 
from Armstrong 


Cushions like good cork-and-rubber but weighs only half 
as much and costs less ... so flexible you can wrap it 
around a pencil... and this flexibility is permanent. 


Armstrong has created a remarkable new insole 
cushion that feels and performs like the finest cork- 


and-rubber materials yet costs less to use. 


This amazing new insole cushion—called FLEXE- 
LON—is twice as light as leading cork-and-rubber 
materials and so flexible it defies wrinkling. What's 
more it retains this flexibility for the life of the shoe. 
Thousands of tiny pores in FLEXELON actually 
“breathe” for air-conditioned foot comfort. Yet as 
soft and comfortable as it is, FLEXELON is sturdy 


. will not “bottom out.” 


FLEXELON is made of soft foam rubber rein- 
forced with tough cellulose fibers. These materials 
are blended by an exclusive Armstrong process that 


makes these important features possible: 


Extreme Lightness 


One square foot of a lead- 
ing cork-and-rubber mate- 
rial 1/16” thick weighs .17 
Ib., while FLEXELON, in 
the same gauge, weighs 
only .085 Ib./ft exactly 
half as much! Thus, the 
most comfortable and 
lightweight shoes can be 
made even lighter with 


FLEXELON 


for less 


Added Comfort 


Thousands of tiny pores in 
FLEXELON allow smoke 
to pass through freely. In 
the shoe, these same pores, 
acting as tiny bellows, per- 
mit the passage of air that 
cools the foot and keeps it 
comfortable. 


Permanent Fiexibility 

You can wrap FLEXE- 
LON around a pencil with- 
out piping or wrinkling 
We mechanically flexed 
samples at a 90° angle 
1,857,000 times without a 
hint of wrinkling or crack- 
ing. And this suppleness 
sO important to shoe com- 
fort—lasts for the life of 
the shoe 


Good Cushioning 


FLEXELON combines the 
softness of foamed rubber 


(left) with the strength of 
tough cellulose fibers to 
achieve a more sturdy 
cushioning. Thus FLEXE- 
LON adds wonderfully 
cushioned comfort to any 
shoe, but will not “bottom- 


out.” 


wr AS 


Women's shoes, men’s shoes, teens’ shoes—FLEXELON makes 
them all more comfortable, more flexible, lighter in weight. And, 
if you are now using cork-and-rubber, FLEXELON will also 
ave you money 


Send for Free Samples 

FLEXELON is available now in any quantity and in all 
standard gauges. For enough free sample material to make 
your first test run, write today to: ARMSTRONG, 7811 
Delaware Avenue, Lancaster, Pennsylvania. 


(Armstrong FLEXELON 
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Ribs and Adlibs 





KEEP i 


Who’s 
got the button? 








When we feel the need of a bit of levity, tinged with 
more than a modicum of good, common sense, we 
can always depend upon Herbert A. Leggett. 


He is editor of ARIZONA PROGRESS, house organ 


for the Valley National Bank of Phoenix, Arizona. 


His recent “Ribs, Cribs and Adlibs” gives his views 


and reassurances (7?) on diverse topics: 


“Some people think, ‘The Soaring Sixties’ should be 
re-named ‘The Sorry Sixties’; but just keep calm, 
folks. Sticklers for accuracy point out that the Six- 
ties haven't even started yet and that the new dec- 
ade won't begin until Jan. 1, 1961. 


“All progress stems from the innate tendency of 
every organism to bite off more than it can chew. 


“A bulging wallet no longer means a big wad of Just push this button and watch 


money but lots of credit cards. 
“President of motor company to directors: ‘If we it GO! New-for-Spring patent 


must manufacture a small car, let's make it the big- 


leather number (4880) features 


gest blasted small car ever built. 


“Personally, we are less interested in getting to the the new tapered toe and 2-button 


moon than in getting home safely from the office ; 
every night. wishbone strap. Sizes from small 


“Bull markets are like mushrooms: you never know 


8% to large 7. A style that has all 


if they are the real thing until too late. 
“The latest thing in tranquilizers doesn't attempt to the flash and dash young ladies 
calm you down but, instead, makes you enjoy being : 
tense. are looking for plus incomparable 
That's a start. You probably have some favorites of 


Jumping Jacks’ snug-hug heel. 


your own to add, 


MONETT, MO. 


¢Rp i . VAISEY-BRISTOL SHOE CO. 


Publisher 
Boor ano Sroe Recorver 
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“YM GLAD YOU 
| DIDN'T JUST SAY: 
_\ ‘HERE'S A NICE 
SHOE’.” 


The “‘Here’s a nice shoe” approach used to sell a lot of children’s shoes. 
But not any longer. Today’s mother wants to know a lot more about a shoe 
before she opens her purse. 

Style is important. But most of all, mothers want to be convinced the shoe 
“fits” her child’s foot. That it helps keep ankles from turning in. That it 
holds the heel in its normal position. That it supports the inner part of the 
foot and fits snugly just below the ankle. That it accommodates the normal 
development of her child’s arch. 

In other words, today’s mother wants to make sure her child’s shoe has 

all the important quality features he needs . . . before she buys. 

That’s why selling is easier when you're selling her Pro-tek-tiv’s. For the 
Pro-tek-tiv shoe is the only shoe that has every single one of these extra 
built-in features that are so important to young growing feet. veMeey 
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Pro-tek-Tiv’ 


CURTIS « STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. - » SALES FOR DEALERS 


ONLY 
Pro-tek-tiv’ 


HAS THEM ALL!- 
oc 
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BUILT-IN HEEL WEDGE 


to help keep ankies from 
turning in 
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EXTRA HEEL FITTING AID 
to heip hold the heel in 
normal position 
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LOWER OUTSIDE QUARTERS 


no gap at the sides—no 
slip at the heel 





RIGHT AND LEFT WEELS 
help give added support to 
inner side of foot 





ae a2 
DIFFERENT ARCH-HEEL HEIGHTS 


changed twice in each size 
range 





BREAK.IN DIMPLES 
provide natural rest for 
the foot 











LP 
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Pus 


FREQUENT LAST CHANGES 
twice in each size range. 
Other brands change only once. 





® State your objections to Federal wage control before Nov. 
8. Politicians are more receptive before elections. 


@ The State Department doesn’t know yet what 
tariff cuts the U. S. will have to make as a re- 
sult of the Geneva talks. 


® Business bankruptcies hit a record high of 
12,284 last year. But many more wage-earn- 
ers went bankrupt in the same period. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Merchants are being urged to state their opposition to new Federal con- 
trols over wages. The urging comes from the National Retail Merchants 
Association. 

“It is of the greatest importance that each member of our Association 
make emphatically known to all candidates for the House of Representatives 
and the Senate, prior to the election November 8, our unalterable opposition 
to any such extension (of Federal control), which Senator Kennedy has 
already promised will be made in the 1961 session,” the NRMA says in a 
special bulletin. 

“A politician is much more receptive to such an approach before his 
election than he is afterward,” the NRMA adds. 

What bothers the NRMA is that (1) extension of Federal control over 
retail wages, and (2) a higher minimum wage rate both came very close to 
enactment in this year’s session of Congress. Both subjects are sure to be 
brought up again in Congress in 1961. 

Unless merchants speak up now, both proposals are in danger of being 
enacted into law next year. 

Wages, says Eugene B. Sydnor, Jr., are “of the greatest importance to 
retailing.” He urges all merchants to phone, wire, or write their position 
on wages immediately to the candidates for the Congress in their areas. 
Mr. Sydnor is chairman of the NRMA Government Affairs Committee. 


State Department says it is too soon to tell what tariff cuts the U. S. 
may have to make as a result of Geneva talks between member nations 
under the General Agreement on Trade and Tariffs. 

It is expected that some cuts will have to be made, meaning increased 
imports of some items. List to be discussed includes many types of shoes. 

Current talks are to determine average import duty rates of member 
nations. The dickering over reductions won’t get under way until the 
first of the year. 


A record-high number of businesses went bankrupt in the 12-month 
period ending June 30, 1960. According to the annual report of the Adminis- 
trative Office of the U.S. Courts, 12,284 merchants, manufacturers, farmers, 
or professional groups filed bankruptcy cases during the 12-month period, 
as compared with 11,729 cases in the previous year. 

Business bankruptcies are declining as a percentage of the total 
number of cases filed. Wage-earners and employees, on the other hand, are 
going bankrupt in greater numbers. Of 110,034 bankruptcy cases (an 
all-time peak) filed in the 12-month period ending June 30, 97,750 cases 
(88.8 per cent) were filed by non-business parties. Only 12,284 (11.2 per 
cent) cases were filed by merchants, manufacturers, or other businessmen. 

During the five-year period 1956-1960, the number of nonbusiness bank- 
ruptcies rose by more than 85 per cent, but the number of business bank- 
ruptcies was only 29.6 per cent greater in 1960 than in 1956. 

As a per cent of the total number of cases filed, business bankruptcies 
declined from 15.2 per cent in 1956 to 11.2 per cent in 1960. 

Filings of voluntary straignt bankruptcies increased by 8912 cases in 
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® Proposed new Post Office rules will outlaw 
many types of mailing pieces now used for 
direct mail advertising. 


@ Five cases relating to Sunday blue laws are on 


Report from 


WASHINGTON S222 rene eee 





1960 over 1959, and accounted for over 95 per cent of the increase in total 
filings. The only other sizeable increase was in wage earners. The Adminis- 
trative Office comments: “This increase seems to indicate a greater desire 
on the part of financially-distressed wage-earners to pay their obligations 
if given an opportunity to do so over a period of years, rather than to 
extinguish them in ordinary bankruptcy.” 


The Post Office is working out some new rules which will outlaw many 
types of mailing devices dealers use for advertising. 

Postal officials want only shapes and sizes which can be handled by 
postal machines. Hand-processing of outsized envelopes and bulky en- 
closures is partially responsible for rising postal costs, officials say. 

Under the proposed rules staples and tab-type closers on folded items 
will also be outlawed. All matter mailed in First and Fourth classes will 
have to be sealed on all four sides. There will no longer be pull-out tabs 
“for postal inspection.” 

The proposals will be published and interested parties will have an 
opportunity to send in their reactions, comments and suggestions to the 
Post Office Department. They are to become law in the next two years. 

New rules may mean costly changes in some retail dealers’ mailing 
programs. Jobbers and manufacturers will have to be sure handouts are 
within limits for mailing by retailers. 


The Supreme Court is ready to take a long look at Sunday blue laws. 
Docket for the high court’s 1960-1961 session—now under way—includes 
five cases involving state laws which prohibit merchants from doing busi- 
ness on Sunday. Growth of suburban shopping areas in recent years has 
made it profitable for some merchants to remain open seven days a week 
Cases challenge laws stemming from colonial days. The court is expected 
to set a guide for state and local practice. Sales patterns could be effected 
in your area. 


The government says it has begun “intensive training” of all federal 
workers in the drive to increase exports. 

However, the major block to a greater volume of exports is the restric- 
tions imposed against U. S. goods by foreign governments. 

The U. S. Department of Commerce says it is putting all its foreign- 
service personnel through a “hard-hitting, intensive” four-week training 
course. About 40 per cent of the time will be spent on projects involving 
foreign marketing problems and actual research dealing with specific com- 
modities. 

Exports increased in the second quarter of 1960 to an annual rate of 
more than $19.5 billion, which is about 30 per cent up from the low of 
early 1959. 

Merchandise imports in the second quarter of 1960 were—after sea- 
sonal adjustment—running at an annual rate of $15.5 billion. This is 
slightly lower than in the second quarter of 1959 


Japan has dropped all import restrictions on rubber footwear from the 
U.S. But it’s an empty gesture, of course, for high American wages have 
pushed the cost of U. S. rubber footwear sky-high. Japanese rubber foot- 
wear sells for a small fraction of the U. S. price, because of low wage 
rates there. 





Boot and Shoe Recorder 





> another TINGLEY first! 


The Tingley Knee-Hi Over-the-Shoe Closure Boot... 
1/3 the Weight of Standard, Lined Knee Boots. 


This featherlight, rugged, new boot is in-stock now with Tingley 
Distributors for this season’s snow and mud. Thoroughly tested 
in field and factory, these new boots will be snapped up by in- 
dustrial and farm workers. It’s the perfect boot for irrigation 
workers, policemen, firemen and hunters. 


They will be in short supply until January 1961 despite our 
every effort to meet requirements. If your Tingley 
& Distributor can still supply you— order now. 


Vole FoR THESE FEATURES / 


@ EASILY WASHED, INSIDE AND OUT, UNDER FAUCET—DRY INSTANTLY 
@ BUTTON AND STRAP MOLDED AS INTEGRAL PARTS OF THE BOOT 
@ “BELLOWS ACTION” GIVES AIR CIRCULATION INSIDE BOOT 
@ SLIP ON EASILY OVER ANY WORK SHOE—CAN'T PULL OFF 
@ ONLY 4 SIZES TO STOCK 
@ NO FABRIC LINING TO SNAG OR TEAR 
@ ALL RUBBER, MOLDED 1 PIECE 
@ REASONABLY PRICED WITH A GOOD MARK UP 


m 


Hey Bud! 


We ADVERTSE ((\\ 
IN LIFE, Ww: 


SATURDAY Ev; 
EN 
POS ING TINGLEY RUBBER CORPORATION 903 Ross Street, Rahway, NJ. 


; 
PAREN 1S, Send me new catalog, price list and name of nearest Tingley distributor 
Ano /2 FAR Name ; 


MAGAZINES / cae 
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Are you using 
bonded foam? 


Revolutionary New 


CROWN B FOAM 
Antiquates All 
Bonded Foams Made 
for the Shoe Industry! 


It’s ““B” for “brand-new and better’’! Crown’s 
““B” foam is a first class Foam Latex made from 
all new materials. Quite different from the scrap 
foams rebonded that you’ve been forced to use 
in the past. “B’’ foam gives you far superior 
aging and compression features. 


B roam is comparable in price to ordinary bonded foams! 


“B” foam is available on any board which 
comes in roll form. It can be poured in any 
thickness from 34," to 4”. 


“B” in step with the most revolutionary shoe 
component since the coming of foam . . . order 


“B” foam today! a 


eee 
—_ 


COMPANY, Fremont, Ohio 
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Editorial 





The Time Is Now 


ESPITE the failure of Representative Charles 

O. Porter to get more than a brief 15 minute 

hearing on June 8 for his bill before the House 
Commerce Sub-Committee, the issue of shoe labeling 
is still very much alive. At that time all he was able 
to accomplish was to get into the record that there 
was widespread consumer demand for a national law 
which would require manufacturers to label the com- 
ponents in their shoes. 


Up for Reelection 

Representative Porter is standing for re-election in 
the 4th district of Oregon, which comprises seven coun- 
ties in the southwestern part of the state. He is given 
a good chance of being returned to Washington, al- 
though his opponent, Dr. Edward R. Durno, a physi- 
cian, is conducting a strong doorbell-ringing campaign 
in this not too populous district. There is some opinion 
that Porter's espousal of so many liberal causes may 
work to his disadvantage. 

In his campaign he has made an issue of the neces- 
sity for shoe labeling. Well before campaign time, he 
polled his constituency on a number of issues, among 
them shoe labeling. He claimed at the time that 89 per 
cent of the voters polled demanded a shoe labeling law. 

In one of his campaign folders, extolling his record 
as a liberal in Congress, Porter highlights a paragraph, 
“Coming up: Full hearings for shoe labeling bill orig- 
inated by Wilbur Gardner of Medford... .” Gardner, 
self-styled “man with a sole,” inspired Porter's at- 
tempts to get labeling legislation. 

This folder incidentally contains a picture of the 
writer of this column interviewing Porter in January, 
1959. Its use was totally unauthorized. 


Points Up Labeling 


Even though the folder lists his support for a half 
dozen or so liberal causes, it is significant that he 
points up his labeling bill so prominently in it. 

If he is returned to Congress, Porter is certain to 
start beating the drum hard, loud and early for hear- 
ings on his bill, HR-1320. A liberal Congress might 
turn a more receptive ear than during the last session. 

The report of the study which the Federal Trade 
Commission is making of the merchandising practices 
of the industry and the components used in shoes, when 
and if it is issued, will have great impact on any Con- 
gressional action, too. This study has been going on 
for well over a year, with no information forthcoming. 
As George Baker pointed out in the October 15 issue 
of the RECORDER, the unofficial cutoff date is January 1. 
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The FTC meanwhile is reported to be planning a house 
to house survey of consumer opinion of the performance 
value they receive in shoes. 

We have every confidence that this survey will dem- 
onstrate recognition by the consumer of the fact that 
there are cheap shoes and that there are good shoes 
and consumers get what they pay for in both. How- 
ever, such public opinion surveys can do harm. In- 
evitably, they create in the minds of some consumers 
suspicion of the values they receive in the article which 
happens to be the consideration of the survey. 

Shoemen, manufacturers and retailers recognize that 
there are dozens of components which go into shoes. 
They know that these materials have been selected for 
definite reasons and with specific purposes or uses. 
They are thoroughly aware of the needless expense 
and red tape that shoe labeling would impose upon 
them. Both have accurate records of the number of 
returns they receive because of dissatisfaction by the 
consumer. Both know that such returns represent an 
infinitesimally small fraction of their sales. 


A United Front 


On the whole broad subject of shoe labeling, fortu- 
nately, we have a united front within the industry. 
The Coordinating Committee on Shoe Labeling repre- 
senting NSMA, NSRA, NASCS, NESLA and SLSMA 
are constantly studying the developments on shoe label- 
ing. It is well to remember, however, that crusades 
of this kind can have great popular appeal. They make 
excellent rallying points for extreme liberals and for 
those who would advance government regulation of 
business. 

There is much work to be done in Washington to 
convince legislators that shoe labeling is unnecessary, 
expensive and highly restrictive on the industry and 
its distributing and merchandising practices. The com- 
bined associations will be hard at work on this impor- 
tant project. But there is an obligation, too, for every 
shoeman to add his voice to theirs in argument. The 
voice of the retailer, particularly, expressing out of 
experience his faith and conviction in the performance 
value of the merchandise he sells, will carry great 
weight in Washington. The time to talk to your Con- 
gressmen is now, not when and if, the final battle lines 
are formed and a labeling bill is actually before Con- 
gress. 

And equally important, no retailer should overlook 
any opportunity to impress upon his customers the fact 
that they receive greater values in shoes than they do 
in practically any other consumer goods item. 
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BIG DOINGS AT VINER THIS SEASON! New vitality in pat- 
terns and styling. New lasts . . . new leathers. Perfect blending 
of fashion and economy that's sure to please your customers. 
And fast In-Stock service. Viner — it's a great selling line! 


IN-STOCK Retail $6.95 - $9.95 


electra 


FOOTWEAR 


om ‘ w QA VINER BROS., INC, BANGOR, MAINE Shoe Craftsmen Since 1905 





All-New! from Stem to Stern... 


me TY ER OD202. 


‘‘Deck Shoe" / 


Men’s White 

Ropeez Anti-Slip 
Deck Shoe... 
Suggested Retail Price, 
$6.95 pair 


AVAILABLE FOR SPRING DELIVERY 


TYER RUBBER COMPANY, Andover, Massachusetts, U.S.A 


Now better than ever —and at a popular 
price! Tyer’s famous anti-slip Ropeez Deck 
Shoe now features auniquely designed molded 
outsole—a combination of jute, neoprene and 
rubber-— that assures safe footing on both 
wet and dry surfaces! 


¢ Washable heavy-duty duck upper 

¢ Full-length cushion insole and cushioned 
arch piece for support. 
Unequalled traction, comfort and wear, 
Whole and half sizes 6-13. 


‘T 
i racgemark 


Please send me prices and complete information on the All-New Tyer Ropeez Deck Shoe 


Please have a Tyer Representative call 
NAME 
STREET 


CITY 
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Too Many Shows? Shoe Fair Traffie Is Down 


Buyer traffic at the National Shoe 
Fair failed to match the 1959 
level. The conflict or near-con- 
flict in dates between the Shoe 
Fair and other shows was viewed 
as the prime reason. 


CHICAGO—A conglomeration of 
too many shoe shows too close to 
each other was blamed by many 
shoemen for reduced traffic at the 
National Shoe Fair, Oct. 23-26. 
Others said traffic was cut because 
of softened business conditions. 

Traffic during the show was defi- 
nitely less than during the 1959 
event even though actual registra- 
tion figures, according to Shoe Fair 
officials, climbed by about 8 per 
cent. 


South Stays Away—Manufactur- 
ers reported seeing hardly anyone 
from the South at the show. It was 
believed that Southern retailers 
took advantage of the earlier Miami 
Beach show as well as the Atlanta 
show, which was run on the same 
dates as the National Shoe Fair, to 
do their ordering. The closeness of 
the coming West Coast and Dallas 
shows was blamed for keeping many 
retailers from the Far West and 
Southwest at home. 

Interest in spring buying was 
only moderate at the Shoe Fair, but 
the majority of retailers in atten- 
dance left with expectations of 
spring sales increases of about 6 
per cent. The most serious looking 
was done retailers from the 
North Central section. 


by 


“Not a Buying Show’—Louis A 
Schaefer, general chairman of the 
Fair, told a press conference that 
the Shoe Fair is not a buying show. 
It is an exhibition, he claimed. He 
said Chicago is where retailers 
come to get their ideas but that 
they do their buying at the regional 
shows which are closer to home. 

As for the 1961 outlook, Edward 
McDonald, executive-vice president 
of the National Shoe Retailers 
Assn., said sales next year will set 
a new record of more than $4.4 bil- 
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lion, up from the $4.3 billion ex- 
pected by the close of 1960. 

Louis Liebson, president of the 
NSRA, took the minority view. He 
predicted retail sales would be off 
by about 3 per cent next spring. 


Fashion Stability? —In making 
his prediction of a drop in sales, Mr. 
Liebson cited fashion stability as 
one reason. He said the closed-toe 
shoe and the long, slender silhou- 
ette for women would remain for 
the season because there is nothing 
in the apparel picture that would 
indicate otherwise. 

He said there wasn’t enough of 
a shoe style change in 
shoes to offset the 
business conditions 
lower sales. 

Whatever the sales picture, the 
price picture is a very stable one. 
joth manufacturers and retailers 
attending the Shoe Fair were unan- 
imous in their opinions that prices 
are stabilized. Eighty per cent saw 
no price changes, and the remain- 
ing 20 per cent saw only very slight 
flurries. 


women’s 
economic and 
that point to 


Record Output Seen Iver M. 
Olson, director of marketing and 
research for the National Shoe 
Manufacturers Assn., repeated dur- 
ing the Fair a prediction he made 
earlier, that production would hit 
a new peak of 640 million pairs. 


Mr. Olson’s prediction was sup- 
ported in part by retailers who said 
their inventories are down to nor- 
mal after about a _ half-year of 
clearing from their shelves what 
they overbought last year. 

s . om 


Women’s Shoes: Triple 
Needles in All Heights 


By ELEANOR M. RUTTY 


TOES, heels, color and materials 
were the style elements much dis- 
cussed at the National Shoe Fair. 
So, too, were the invisible factors 
that made selling points. 

In toe shapes, the triple needle 
seems to be taking over in style 
lines, from flat to skyscraper heels. 
Many manufacturers are still giv- 
ing importance to double needles. 
An interesting reverse is what has 
happened in some of the semi- 
casual lines—the wedge-heel step- 
ins and flat-heel, rubber-sole moc- 
casin types. A few manufacturers 
of these have put in a rounder toe, 
midway between their original 
broad toes and the tapered shapes 
they tried out for a season or two. 


Some Squared Toes — Especially 
important is the appearance here 
and there of a squared toe, some- 
times with a wall, broader than the 

(CONTINUED ON NEXT PAGE) 


Mid-Season Fashion Week Is Discontinued 


CHICAGO — The Mid - Season 
Shoe Fashion Conference Week has 
been discontinued. 

The committee in charge of the 
event voted last week to discontinue 
its sponsorship. The action was an 
endorsement of the industry view 
that there are too many similar 
events on the calendar. 

As a result there will be no ar- 
rangement by any of the major 
trade associations, together or in- 
dividually, to house shoe manufac- 
turers in New York hotels during 
the February and August weeks 
when the Mid-Season Week has 


been held. New plans for the style 
committee meetings and confer- 
ences which these associations have 
conducted during the Mid-Season 
Week will be announced shortly. 

The Mid-Season Week was 
ganized last February by the Na- 
tional Shoe Manufacturers Assn., 
the National Shoe Retailers Assn., 
the National Assn. of Shoe Chain 
Stores and the New England Shoe 
and Leather Assn. 

A recent poll had indicated that 
many participating exhibitors and 
retailers wanted the event con- 
tinued. 


or- 
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Shoe Fair Traffic Below ’59 Level 


(CONTINUED FROM PREVIOUS PAGE) 
snipped square. A brushed-off nee- 
dle also shows a trend away from 
the very sharp toe. A few quad- 
ruple needles have created some in- 
terest. 

As for heels, heights and shapes 
closely related to toe charac- 
ters, in the best style opinion. Less 
sharp toes belong naturally with 
the more tailored shoes on stacked 
heels, from 18/8 down. All this is 
good merchandising thinking, pro- 
viding shoes for a complete foot- 
wear wardrobe. 

Stacked heels, genuine from 18/8 
down to 4/8, are gaining. 


are 


Color Preferences—In color the 
general consensus favors, after 
black, the pale beige and off-white 
to lighter-to-medium tan tones. This 
color group is followed by a clear, 
light, soft green, grayed rather 
than browned, and a lilac shade. 

After that, opinions vary. Some 
manufacturers like strawberry red; 
some like a “true” red; some don’t 
like red at all. Navy blue, even 
flight blue, is completely dead. 


Lustres Popular — Lustre leath- 
ers are very important, both in all- 
ever shoes and as trims. Calfskin 
is a universal favorite and various 
kidskin tannages, several textured 
ones among them, are liked. Patent 
leather generally is favorably re- 
garded but some manufacturers re- 
ported a poor year this past spring. 

The invisible factors referred to 
are notably the soft heel-to-toe 
cushioning which more manufac- 
turers are introducing. The strong 
trend is still to soft, flexible and 
light constructions. 


Men’s Shoes: Ta pers 


And Tones Make News 


By GERVASE BUTLER 


FASHION, after a long appren- 
ticeship, took over the spotlight at 
the National Shoe Fair, marking a 
new high in interest for men’s shoe 
exhibitors. Everywhere, discussion 
of men’s shoes for spring focused 
on two main themes. 


20 


The major development across 
the board is the slimmed, sophisti- 
cated look on the foot achieved with 
the narrowed last and with a new 
dimension in decoration. The more 
general consideration is the frank- 
ly undecided way that color will go. 


Slimness Stressed—Certainly no 
previous season has seen such em- 
phasis on toe slimness in both dress 
and casual footwear. This is by no 
means a needle extreme but a tap- 
ered silhouette, a long-line look 
that continues the fluid break of 
cuffless trousers at the instep. Perfs 
and stitching details show the same 
design feeling. 

For comfort in this close foot fit, 
the elasticized constructions appear 
in a major share of top-popular 
slipons. Wide variety in these, not 
only topline stylings but in the en- 
tire quarter insert, is bound to cre- 
ate additional interest in the lace- 
classification. This is espe- 
cially true in the slipon styled for 
town and street wear. 


less 


Black Prevails — Keyed to the 
sleek look in both laced and slipon 
styles, black remains top shoe 
choice, but there’s news in the color 
switches being made to expand the 
shoe wardrobe. The olives are top 
choice for variation. The changes get 
as light as the no-color neutrals, as 
dark as a touch of grape for vintage 
coordination. 

Right now there is a trend to 
what can only be described as 
“clear” colors, strongly observable 
in spring-like colorings which de- 
serve a better description than tan. 
Maybe gold does it. The lightened 
greens will certainly carry their 
share of sales, particularly in cas- 
ual types. Deeper tones focus on a 
clear rich brown, very effective in 
town shoes. 


Other Trends—Severa! additional 
developments merit study for 
spring. In leathers the show evi- 
denced considerable confidence in 
combinations with washable white 
tannages. A similar confidence was 
manifest in the amount of brushed 
leathers shown, both rugged and 
suede surfaces. 


Finally, the ventilated shoe in a 
wide choice of fabric weaves with 
unusual textures, perforated brush- 
ed and smooth leathers and wovens, 
looks like a serious contender for 
varm weather sales. 


Teenage Lines: More 
Extreme Points Gain 
By GERALDINE EPP 


TABULATIONS on sales made at 
and just prior to the National Shoe 
Fair confirm these teenage trends 
for spring: an overwhelming ac- 
ceptance of 12/8 and 14/8 heels 
a strong movement toward 
needle lasts the accep- 
of more color, particularly 
and open-mindedness for 


triple 
tance 
green... 
novelties. 

On lasts, manufacturers and re- 
tailers alike agree that almost with- 
out warning teenagers are demand- 
ing the more extreme points. Here- 
tofore they had been conservative 
in their approach to needle toes. 
Doubles will account for the big 
volume, but triples and even some 
quads are considered vital. 


Pancake on Top Regarding 
heels, the pancake reigns supreme 
for flats. A few novelty stacked 
heels appear, but these are in the 
minority. This is as expected. But 
it is the offering of little heels that 
has caught buyers’ attention. Teen- 
agers are foregoing squash heels in 
favor of these little spikes. 

In dress shoe patterns, bows have 
bowed out to overlays, cutouts and 
novelty patterns. In tailored types, 
high fronts emerge as a dominant 
style trend. There also is a strong 
emphasis on straps—saddle-stitch- 
ed sabots and uniquely decorated 
instep bands elasticized for fit. 

In and materials, 
smooth surpasses black patent as 
the leading item. White smooth and 
black kid rank close behind. Pass- 
ing hastily over these basics, the 
tabulations on written orders indi- 
cate green is the big promotional 
color for spring. The lilac tones 
and the yellow to gold family also 
have been generously ordered. Red 
is proving controversial. 


colors bone 


Color Effects Used—Color also 
gains strength through the 
widespread use of two or three col- 


sales 
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ors (pastels or carnival bright) in 
overlay, patchwork or stripping ef- 
fects on basic bone or white. 

Whimsy, as well as color, charac- 
terizes promotional items that have 
sold. Typical of the fun-shoes that 
buyers are accepting are: “mad” 
ornaments little pumps that 
permit the teenager to do her own 
decorating with dime store ribbons 

. and gay fabrics, some combined 
in crazy quiltwork fashion. 


Children’s Shoes: The 
Light, Soft, Airy Look 


By ESTELLE G. ANDERSON 


“"'TIS spring, the bird is on the 
wing” and well it might be, 
so far as children’s shoes for the 
coming are concerned. A 
lightness, softness, airiness and a 
fresh, clean look of spring showed 
up in the lines on display at the 
National Shoe Fair. 

The construction, 
part, light: 
welts and Bon 


season 


for the most 
silhou- 
There 
some Goodyear welts too but these 
were not as heavy as they used to 
be. Leathers materials 
soft and glovelike—smooth, 
or textured. 


was cements, 


welts. were 


and were 


shiny 


Slim Silhouette—The overal! sil- 
houette in girls’ shoes was slim and 
tapered. Heels were flat or shaped 
and there was the widest possible 
collection of dress and sport types, 
including pumps, 
straps, sabot, Mary Janes and patch 
suddles. Black patent leather was 
an important favorite with the re- 
tailers who shopped the _ show. 
There was also a good deal! of color, 
light and bright. 

Some of the new spring shades 
that seemed to get special attention 
were Buttermilk Sky, Mountain 
Stream blue, tamale red, avocado 
and willow green. Many of these 
were combined with bone or white 
or deeper tones of the same shade. 


slipons, swivel 


Boys’ Lines—As for boys’ shoes, 
pattern was evident. 
were the traditional 
plain toe, wing tip or moccasin- 
front oxford or blucher, but all had 
the look of lightness and slimness. 
Slipons are steadily gaining in pop- 
ularity and they appeared in prac- 
tically every line. 


a cohesive 


Dress shoes 
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Genesco Adopts ‘Rim’ Process 


The company is marketing its first 
shoes made by a new construc- 
tion that’s said to require far 
fewer production steps and to 


give added flexibility. 


NEW YORK—Genesco, Inc., has 
introduced men’s and women’s 
shoes made by a new, cost-cutting 
manufacturing process that re- 
portedly eliminates up to a third 
of the 135-odd steps in the making 
of many types of footwear. 

The company its “Magic 
Rim construction” produces shoes 
with increased flexibility and com- 
fort. In many operations, the con- 
struction permits precision shoe- 
making and also reduces the over- 
all of manufacture. Pattern 
areas are smaller, permitting a 
saving in leather costs. 


says 


cost 


in Four Lines—Ge- 
will make the Magic Rim 
initially in the Johnston & 
Murphy and Jarman lines for men, 
and the Millerkins and Cover Girl 
lines for women. The first of these 
shoes went on sale in New York 
stores last week. 


Introduced 
nesco 
shoes 


Earlier, Genesco had outlined the 
during a of 
new products and developments in 
the Waldorf-Astoria. 

Ben H. Willingham, president, 
said the company will license other 
manufacturers to use the Magic 
Rim process. It’s the invention of 
K. G. Taylor, a Genesco plant co- 
ordinator. Patent rights are pend- 
ing. 


new process showing 


How It Works—As Mr. Willing- 
ham outlined it, “Magic Rim is a 
super-cushioned shoe with a unique 
concept, combining an _ innersole 
and a die-cut precision contour 
welt. The construction starts with 
the Magic Rim, the shoe’s literal 
foundation. The rim leaves a cav- 
ity for a covered deep cushion in- 
sert of any cushioning material. 
This covered cushioning is one piece 
from heel to toe.” 

The unshaped upper is fitted into 
a groove in the rim, and stitched 
to the rim. After the sole is bonded 


to the upper, the shoe is shaped by 
a last slipped into the assembled 
shoe. 

The usual lasting steps are elimi- 
nated. 

According to Mr. Willingham, the 
process produces a cradle heel that 
gives better balance and weight 
control. Preformed ribs, the foun- 
dation of the process, “establish a 
new standard of precision shoe- 
making,” he said. 

The process requires no addi- 
tional machinery. In fact it is said 
to eliminate much of the present 
machinery and reduce necessary 
floor space by one-third. In-process 
time can be cut 10 to 20 per cent. 


Light and Flexible—Shoes made 
by the new process are said to be 
5 to 10 per cent lighter than those 
by other construction. Since 
there are no raised chan- 
nels, the shoes can be doubled up 
with little effort. In outward ap- 
pearance they're identical with 
shoes made by conventional meth- 
ods. 

The Magic Rim 
ported equally adaptable for men’s, 
women’s and children’s shoes. 


any 


ribs or 


process is re- 


David Herrmann Elected 
Chairman of NSI Trustees 


CHICAGO—David W. Herrmann, 
executive vice-president of Melville 
Shoe Corp., has been named chair- 
man of the board 
of trustees of the 
National Shoe In- 
stitute. He moves 
up from vice-chair- 
man to. succeed 
Harold Gessner, 
president of Oom- 
phies, Inc., and La 
Marquise Foot- 
wear, Inc. 

Elected 
chairman 


vice- 


of NSI, 


DAVID HERRMANN 
the industry’s promotional arm, was 
Louis J. Schaefer, vice-president of 
Brown Shoe Co. 

The Lynn Farnol Group will con- 
tinue as NSI’s public relations rep- 
resentative. 
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Independents Elect Carl Sher 


At its Chicago meeting, Indepen- 
dent Shoemen chose new officers 
and heard from a panel of three 
volume merchandisers of shoes 
and one independent retailer. 


By CHUCK HOSSACK 


CHICAGO — Independent Shoe- 
men elected Carl Sher, a Philadel- 
phia manufacturer of prescription 
shoe corrections, as its president at 
the annual meeting on the eve of 
the National Shoe Fair. 

Mr. Sher succeeds James Rick, 
president of Curtis-Stephens-Em- 
bry Co., Reading, Pa., as president. 

At the same ses- §j 
sion, the indepen- @ 
dents heard af 
panel of three 
shoemen discuss 
future plans and 
possibilities in the 
volume fields. One 
independent told 
how he profits in 
a highly competi- 
tive market. CARL SHER 

Self-Service Lauded — Robert L. 
Wolf, president of Crown Self-Ser- 
vice Stores, Inc.—“the Robert Hall 
of the shoe business”—said there 
is still tremendous potential for 
self-service selling. Mr. Wolf said 
self-service will go into any area 
where there is a desire to buy a 
basic commodity. He predicted 
there will be more and more self- 
service shoe operations in super- 
markets, variety stores and depart- 
ment stores. 

During a question session Mr. 
Wolf told the independents his 
prices run from 59¢ to $19.95. 
Asked about the predominance of 
B-width women’s shoes in one 
store, he said, “We operate on the 
premise that every woman’s foot 
looks beautiful in a B width.” 


Look Abroad—John Roe, shoe mer- 
chandise manager for Carson-Pirie- 
Scott, Chicago department store 
firm, said the industry should ex- 
ploit foreign markets. He explained 
that his firm buys from European 
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producers because of originality, 
detailing, materials and superior 
intrinsic value of the shoes. 

Mr. Roe said also that the shoe 
industry must raise the whole cali- 
ber of its selling. He suggested 
more efficient methods of training 
and the employment of women as 
shoe fitters. 

He saw the for 
creased self-service to remove par- 
tially the personnel problem. 


also need in- 


Mail Order Trends—J. J. Dowdle, 
shoe merchandise manager of the 
mail order firm of Alden’s, Inc., 
said that because of the tremen- 
dous changes in merchandising in 
the last 10 years, mail order houses 
have had to embark on a _ bold 
credit program, develop a_ long- 
range program to open more cata- 
log stores in shopping areas, and 
lift prices to the medium-price 
range. Greater emphasis is being 
placed on fashion. 


Independent Speaks—lIrving Ein- 
horn, operator of Jay’s Shoes, Inc., 
Chicago, told the group that he as 
an independent must stay alert, 
know his trade, stock what his 
trade wants and be able to give 
more service than ever before. 

He cautioned against overbuying, 
stocking many patterns and 
buying from too many sources. One 
of the biggest problems is sales- 
men, Mr. Einhorn said, and “we 
must be very selective in those we 
employ and must place a lot of 
effort into training.” 


Additional Officers — Vice-presi- 
dents of I. S. elected at the session 
were: John Esch, Leverenz Shoe 
Co., manufacturing; Meade Mc- 
Cain, Swope’s Shoes, St. Louis, re- 
tail; Jacob Wilensky, Wilensky 
Leather Co., allied; Arthur Ries, D. 
Myers and Sons, wholesale, and 
Frank Homan, travelers. 

Other officers named were: Jack 
DeWitt, DeWitt Shoes, Chicago, 
secretary; Arnold Hiatt, Blue Star 
Shoes, Inc., treasurer; Frank T. 
Underhill, executive director, and 
John Hart, Wolverine Shoe and 
Tanning Corp., director-at-large. 


too 


Tanners’ Annual Meeting: 


Shoe Output to Rise 
In °61—But How Far? 


CHICAGO—Shoe production will 
rise in 1961 but experts differ 
to how much. 

Members of the Tanners’ Council 
of America who attended the 44th 
annual session at the Edgewater 
Beach Hotel here heard one expert 
predict a record 640-million-pair 
output and two other authorities 
specify 620 million pairs. 

During the Oct. 20-21 
the tanners named H. H. Hegeler, 
W. D. Byron & Sons, Inc., Williams- 
port, Md., as president-elect. The 
post is a new one established to 
prepare the council presidents in 
advance of taking office. H. K. Dug- 
dale, Beadenkopf Leather Co., Wil- 
mington, Del., remains president 
until next October. 

F. G. Smith, Albert 
Milwaukee, was 
treasurer of the council for a two- 
year term. 


as 


session, 


Trostel & 


Sons, re-elected 


Olsen Sees Record— The new 
shoe production 640 mil- 
lion pairs—was forecast by Iver M. 
Olsen, director of marketing 
research for the National 
Manufacturers Assn. 

He said, “Our study of the shoe 
cycle shows we are at the end of 
a long downward stretch of nearly 
13 months’ duration. We are ripe 
for a buying movement. If history 
repeats itself, we will have it.” 


record 


and 
Shoe 


Schnitzer Disagrees — But both 
Julius G. Schnitzer, director of the 
Leather, Shoes and Allied Prod- 
ucts Division, U. S. Department of 
Commerce, and Peter W. Hoguet, 
president of The Econometric Insti- 
tute, Inc., took exception to Mr. 
Olsen’s high total. Both gave the 
620-million-pair figure higher 
than this year but still lower than 
the record 632 million pairs of 1959. 

Mr. Hoguet saw the large gain 
over 1960 as coming in the second 
half. 

Both Mr. Olsen and Mr. Hoguet 
agreed that imports next year will 
remain high, but Mr. Hoguet said 
they should decline slightly from 
the 1960 level. 


Buyers’ Monopoly—Another shoe 
representative at the meeting, Wil- 


Boot and Shoe Recorder 





liam Sheskey, vice-president of 
Commonwealth Shoe and Leather 
Co., Whitman, Mass., told the tan- 
ners that in the last year and a 
half the shoe market has come un- 
der the control of a buyers’ mo- 
nopoly. 

Mr. Sheskey said the market is 
being controlled by the chains and 
there are very few outlets into 
which the maker of branded shoes 
can sell. He said that in order to 
counteract this, a producer must 
sell an idea and not just the shoe. 

The retailer must emphasize the 
good that a pair of shoes do and 
also the value of the right shoe and 
the right leather. 


Combatting Synthetics — George 
Philips, assistant director of Tech- 
no-Economics Research, urged the 
tanners to an_ industry- 
wide strategy for action in the bat- 
tle against synthetics. 

“This strategy,” he said, “might 
call for a variation in selling tech- 
niques, selective marketing, diver- 
sification into new areas and 
products, and industry migration, 
among other factors.” 

Hugh Robertson, creative direc- 
tor of Porter Henry & Co., Inc., told 
the leather men that the industry 
needs more creativeness in selling. 
He said techniques today are much 
the same as they were in 1900. He 
recommended broad sales training 
programs both at manufacturing 
and retailing levels. 


develop 


September Shoe Output 
Down 7%, U.S. Estimates 


WASHINGTON, D.C. 
shoe production fell far short of ex- 


September 


pectations. The government esti- 
mated the month’s output at 49.7 
million pairs, 7 per cent below the 
53.4 million pairs produced in Sep- 
tember 1959. 

Output of men’s dress and play 
shoes totaled 6.5 million pairs, a 5 
per cent drop from the September 
’59 figure. Women’s dress and work 
output 15.3. million 
pairs, a 2 per cent decline, while pro- 
duction of all other footwear was 
down 10 per cent. 

If the September estimate is cor- 
rect, total output in the first nine 
months amounted to 463.5 million 
pairs, compared with 485.5 million in 
the same period of 1959. 


shoe stood at 
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NSTA Weighs Pension Plan 


The travelers’ association has 
drawn up a plan for its members. 
The proposal must be approved 
by NSTA directors, then ratified 


within affiliate organizations. 


By VIVIAN ANDERSON 


CHICAGO Formulation of a 
pension plan for which all mem- 
bers of the National Shoe Travel- 
ers’ Assn. will be eligible was the 
highlight of the 50th annual con- 
vention of the association Oct. 19- 
21 at the Hamilton Hotel here. 

Delegates discussed the plans at 
length. Final arrangements for the 
pension setup will 
be approved by 
the NSTA board 3 
of directors at the 7 
midyear meeting, 
March 11 and 12, 
in Denver. The 
plans then will be 
carried to each 
affiliate of the na- 
tional group for 
presentation at 
their April and 
May markets and subsequent rati- 
fication by members. 


©. 8. HEATON 


New Officers—O. B. Heaton of 
Huntley, Ill., a representative of 
Gerberich-Payne Shoe Co., was 
unanimously elected president of 
the association for 1961. He suc- 
ceeds Ben Berwald of Dallas, an 
executive of Gina Footwear and 
Self Serv Fixture Co., Inc. Mr. 
Heaton, a member of the board of 
Midwest Shoe Travelers, served as 
first vice-president the past year. 

Milton Lewinter of Pittsburgh, 
who represents B G S Shoe Corp., 
advanced from second vice- 
president to first vice-president. 
Ernie L. Miller, Jr., of Asheville, 
N. C., representing Pan American 
Modes, was chosen second vice- 
president; and Paul D. Cook of 
Minneapolis, representing Guild 
Moccasins, Inc., and Hannahsons 
Shoe Co., was re-elected treasurer. 


was 


Full-Time Official— Honor was 
paid to Edmund J. Trench, secre- 


tary and maraging director of 
NSTA, when he was unanimously 
re-elected secretary and was re- 
elected managing director, but on 
a full-time basis. Mr. Trench has 
resigned his sales representative 
job with Citations, covering Min- 
nesota and North and South Da- 
kota. He will devote all his time to 
the office of NSTA managing di- 
rector in St. Paul. 

Mr. Berwald will become presi- 
dent of the NSTA Benevolent Aux- 
iliary. 


Midwest Gets Award — Midwest 
Shoe Travelers was presented the 
NSTA trophy for the largest per- 
centage increase in membership 
among the 15 affiliate organiza- 
tions represented at the annual 
meeting. George E. Hansen, presi- 
dent, and S. Sonny Ander, member- 
ship chairman of the Midwest 
group, accepted the trophy from 
Mr. Lewinter, national membership 
chairman. The Midwest group, 
with 30 new members this year, 
showed a 12 per cent gain. 

Runner-up trophy for a 10 per 
cent increase in membership went 
to the Pennsylvania Shoe Travel- 


ers’ Assn. 


Plaque to Mantler—Marshall J. 
Mantler, executive director, Bu- 
reau of Salesmen’s National Assns., 
was presented a plaque for his “un- 
tiring efforts” in behalf of NSTA. 

Frederick Bloom, executive vice- 
president of The 210 Associates, 
said in an address at the closing 
session, “What I have to sell is the 
gospel of the 210—helping the fel- 
low who is down and out.” He out- 
lined the growth of the 210 from 
a local New England group in 1939 
to a national group in 1942, to a 
1960 membership of 4,600. He said 
20,000 persons are eligible for 
membership, including all mem- 
bers of NSTA. 


Anniversary Fete—Climaxing the 
golden anniversary convention of 
NSTA was a dinner-party and ice 
revue in the Boulevard Room of 
the Conrad Hilton Hotel Oct. 24, 
during the National Shoe Fair. 
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Self-Service Methods Explored at Retail Conference 


By VIRGINIA MARSHALL 


CHICAGO—A balanced workshop 
session covering all facets of com- 
petition armed shoemen at the Na- 
tional Shoe Fair with new ideas 
and promotional ammunition to bat- 
tle for increased spring business. 
The third annual NSRA Retailer 
Conference drew some 700 persons. 

Keynote luncheon speaker Mar- 
cus Rice of Famous-Barr Co., St. 
Louis, raised the question: Is style 
changing too fast? Are we being 
“needled” to death? 

“I shudder to think of the mark- 
downs on stock when triple and 
quadruple needles go out,” he ob- 
served. 


Self-Service Aired — Retailers 
“toured” a self-service outlet under 
expert guidance part of the 
“Changes and Challenges” work- 
shop. A panel of three self-service 
operators answered questions 
frankly, intelligently and without 
the evasion that often accompanies 
probings into self-service. They 
were Oscar Kay, Morton’s Shoe 
Stores, Boston; Albert M. Ostrov, 
Louis Ostrov Shoe Co., Akron, and 
Stewart Sunness, Pix Shoes, Miami. 


as 


The three told prospective self- 


servicers that 1,000 square feet of 
space will accomplish the job, on a 
straight rental, not percentage 
rental basis. Don’t have fitting 
chairs to spare, they advised, since 
lingering defeats the store’s aim. 
Keep personnel sketchy; show full 
pairs, not tied, on slanted shelves 
with stock stored above; police 
closely against pilfering. 

Stay open every night, they cau- 
tioned. Make adjustments, but al- 
low no credit, no delivery and no 
specialized fitting. Allow 3 per 
cent for advertising. 


Need Bigger Turnover—Markup, 
Mr. Sunness said, runs between 20 
and 30 per cent. A 25 per cent 
greater turnover over service stores 
is mandatory for Self- 
service can’t handle nationally ad- 
vertised brands except through a 
wholesaler. 

Louis E. Tuffly of Krupp & Tuffly, 
Houston, served moderator of 
the workshop, with Louis E. 
Walker, Walker's Shoe Store, Wa- 
terloo, Ia.; Irving Brown, Coward 
Shoe Co., New York, and Irving 
Grossmann, I. Miller, Los Angeles, 
posing the questions. 


success. 


as 


Speaking on fashion promotion, 


Sears’ Izen to Address PPSSA Breakfast 


NEW YORK—Mort R. Izen, shoe 
merchandising executive for Sears, 
Roebuck & Co. at its Chicago head- 
quarters, will be the featured 
speaker at the Popular Price Shoe 
Show of America industry break- 
fast Monday, Nov. 28. 

The breakfast, major official func- 
tion of the show, will start at 8 a.m. 
in the Terrace 
Room of the Hotel 
New Yorker here. 
The program will 
include a fashion 
projection for 
spring and sum- 
mer 1961 under 
the direction of 
Doris Weston and 
Helen Joseph of 
the PPSSA fash- 
ion staff. MORT R. IZEN 
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A Veteran Shoeman—Mr. Izen, 
the principal speaker, joined Sears 
20 years ago as a buyer of men’s 
footwear. In 1954 he was named to 
his present position as supervisor 
of shoes and rubber footwear mer- 
chandising. He directs the buying, 
merchandising and quality control 
of shoes and rubber footwear for 
the firm’s catalog and retail shoe 


. divisions. 


Expect 7,500 for Show—The Pop- 
ular Price Show, which is marking 
its ‘‘Silver Jubilee’’ with this 
month’s event, is expected to draw 
7,500 retailers. It will be held Nov. 
27 through Dec. 1 in the New 
Yorker and Sheraton-Atlantic 
Hotels. 

Spring and summer lines will be 
displayed in over 1,100 rooms. 


Z. Albert Joseph, Joseph Salon 
Shoes, told retailers to 
“select your fashion niche and be 
consistent in staying within it.”” He 
felt that the sharp toes will con- 
tinue for another one and a half 
to two years, with profit and “glory 
for the merchant.” 


Chicago, 


Buying Habits—Sherman Hinke- 
bein of Baynham Shoe Co., Evans- 
ville, Ind., told the group that wo- 
men read newspapers backwards, 
buy by habit, read Sunday society 
sections first, and shop early in the 
week. On this 
Baynham’s advertises every Sunday 
on the back page of the 
section, using much white space to 
sell fashion. Women’s ads promote 
Baynham’s second color, since cus- 
tomers know that the first color is 
available. 


basis, successful 


society 


Stressing the person-to-person 
approach was William Scheft of H. 
Scheft Co., Boston. He said it is 
the tool management has to 
keep personnel happy. Manage- 
ment should give every worker a 
feeling of belonging to a team, he 
urged. Scheft uses predictive index 
to rate prospective person- 
nel’s temperament and personality. 


best 


tests 


“Fashion Evaluation” of spring 
and summer ’61 gave NSF visitors 
a look at newsy heels, toes, colors 
and materials via slides, charts and 
swatches. Mrs. Thelma Hennessey, 
director of fashion for NSRA, made 
the presentation. 


Chains’ September Gains 


Attributed to Added Units 


THE fall selling season started 
slowly, according to September 
sales reports of four major chains. 

For the month, these chains 
(Kinney, Edison, Melville and Na- 
tional) showed a composite in- 
crease of 5.6 per cent over the same 
month of 1959. But they were op- 
erating 5.4 more units than a year 
ago. 

(In September 1959 the same 
companies had reported a sales in- 
crease of more than 20 per cent 
over the preceding year.) 
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Liebson Re-Elected 
President of NSRA 


CHICAGO — Louis Liebson, vice- 
president and a director of Edison 
3rothers Stores, Inc., St. Louis, has 
been re-elected president of the Na- 
tional Shoe Retailers Assn. for a sec- 
ond year. 

David S. Hirschler, president of 
Hofheimer'’s, Norfolk, Va., resigned 
as NSRA treasurer after serving 20 


LOUIS LIEBSON 


William H 
Scheft Co., 


Scheft, president 


Boston, 


years. 

of H. 

him. 
Z. Albert 


succeeds 


Joseph, 
Shoes, 


president of 
Joseph Salon Chicago, re- 
mains first vice-president. Edward 
J. McDonald continues as executive 
vice-president and Thelma C. Hen- 
nessey as secretary. 


Regional vice-presidents are Irving 
D. Brown, president of Coward Shoe, 
Inc., New York; Irving E. Grossmann, 
owner of I. Miller, Los Angeles; Ralph 
Roussy, president of Packard-Rellin, 
Milwaukee, and Louis Edward Tuffly, 
president of Krupp & Tuffly, Inc., 
Houston. 


Three new directors were elected: 
Theodore J. Altier, vice-president of 
Altier & Sons Shoes, Rochester, N. Y.; 
Harvey L. Farr, president of Farr’s, 
Inc., Allentown, Pa., and Alfred B. 
Wexner, vice-president of Wexner 
Bros., Memphis, Tenn. 


Re-elected directors include Z. Albert 
Joseph, president of Joseph Salon 
Shoes, Chicago; William T. Lewis, 
owner of Lewis Salon Shoes, Tucson, 
Ariz.; William R. Miles, Jr., owner of 
Gamer Shoe Co., Butte, Mont.; Howard 
M. Preston, Clovis P. Saunders and 
William H. Scheft. 
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Percy Burton Named NSMA Head 


CHICAGO — Percy N. Burton, 
president of Craddock-Terry Shoe 
Corp., Lynchburg, Va., was elected 
president of the National Shoe Man- 
ufacturers Assn. at the annual board 
of directors’ meeting on Oct. 25. He 
succeeds Joseph S. Stern, board 
chairman of United States Shoe 
Corp., Cincinnati. 

Harold O. Toor, president of H. O. 
Toor Shoe Corp., New York, was 
elected treasurer. Merrill A. Watson 
remains as executive vice-president 
and Harold R. Giblin as secretary. 

Regional vice-presidents are E. E. 
Doane, Knapp Bros. Shoe Corp.; Har- 
old B. Gessner, Oomphies, Inc.; Jerome 
M. Kushins, Kushins, Inc.; Herbert 
Lape, Jr., Julian & Kokenge Co.; Rob- 
ert H. Leverenz, Leverenz Shoe Co.; 
R. A. Mills, Endicott Johnson Corp.; 
tichard J. Potvin, R. J. Potvin Shoe 
Co.; Henry H. Rand, International 
Shoe Co.; Julian G. Samuels, Jr., Sam- 
uels Shoe Co., and Abe Weinman, Five 
Star Shoe Co. 

Elected directors to serve unexpired 
terms were: For two years—A. W. 
Berkowitz, Songo Shoe Mfg. Co., and 
Wallace J. McGrath, John E. Lucey Co. 
For one year—Joseph Bloom, A. Sand- 
ler. 


Change Is Essential to 


CHICAGO—Without change there 
is no business—for the shoe indus- 
try or any other segment of fashion. 
So warned Miriam Lippincott, na- 
tionally known fashion authority, at 
a special National Shoe Fair break- 
fast sponsored by Shoe Women Ex- 
ecutives. 

“People resent change,” Miss 
Lippincott pointed out. “It’s easier 
not to change, for change means 
work ... it costs money ... it 
quires research . . . it demands fol- 
low-through . . . it takes selling.” 

Relating her remarks more spe- 
cifically to shoes, Miss Lippincott 
said: “Let’s not always make it vol- 
ume or basic. Let’s not always watch 
what the other one is doing. Remem- 
ber, today’s tomorrow’s 
markdown; today’s fashion is tomor- 
row’s basic.” 

The speaker asked why shoe de- 
partments weren't set up to give 
women a complete choice of shoes 
for each reason they might have to 


re- 


basic is 


PERCY N. BURTON 

Directors elected at the annual mem- 
bership meeting to serve three years: 
Donald Bartley, Nunn-Bush Shoe Co.; 
G. H. Bass II, G. H. Bass Co.; Francis 
H. Gleason, J. F. McElwain Co.; A. P. 
Hallman, Miller-Hess & Co.; R. W. 
Heffernan, H. H. Brown Shoe Co.; 
John G. Herbst, Herbst Shoe Co.; Ver- 
gil C. Lipscomb, Town & Country 
Shoes; Ted Poland, Sudbury Footwear 
Inc.; William Sweasey, Red Wing Shoe 
Fred J. Weber, Weber Shoe Co., 
and Ed White, Ed White Junior Shoe 
Co. 


Shoes, SWE Is Told 


wear shoes. 

“Many think they are doing this 
now. But if one would study the 
classified of a_ telephone 
book, he would realize how general 
the in its use of 
terms. 

“Shoes are the pedestal of fashion. 
They support the looks of each sea- 
son.” Since these looks change with 
every Paris opening, it is Miss Lip- 
pincott’s opinion that the shoe busi- 
ness must keep an open mind and 
be ever ready for big change. 

“Just Paris lengths 
affect the glove industry, so do its 
hemlines affect shoes. And what col- 
are featured affect everyone 
making shoes and accessories.” 

Miss Lippincott accepted the 
speaking engagement as fashion di- 
rector of Carson, Pirie, Scott, 
Chicago department store. 

This month she assumes duties as 
director of fashion merchandising 
services for Women’s Wear Daily. 


Co.; 


sections 


shoe business is 


sleeve 


as 


ors 
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Navy Samples Du Pont Upper 


Melville Shoe Corp. has supplied 
the Navy with men’s oxfords 
made entirely without leather. 
The shoes, intended for wear test- 
ing, employ Du _ Pont’s 
upper material. 


new 


NEW YORK—The U. S. Navy 
will wear-test men’s black oxfords 
produced wholly with man-made ma- 
terials, including the Du Pont Co.’s 
new breathable polymeric upper ma- 
terial. 

Melville Shoe Corp. is the manu- 
facturer. At a New York press con- 
ference, com- 
pany President 
Robert C. Erb 
said the shoes 
were made by 
conventional 
mass - produc- 
tion methods 
but without 
leather. The 
Navy tests are 
part of a plan to 
assure footwear 
availability in 
case of a hide 
shortage. 

Melville also 
announced the first volume output of 
civilian shoes in a new scuff-resis- 
tant, longer-wearing leather intro- 
duced by A. C. Lawrence Leather 
Co. (see page 66). These shoes are 
slated to reach the company’s Thom 
McAn Stores this month. 


Upper in Development—The Du 
Pont material which Melville em- 
ployed in the Navy test shoes is 
still in the pilot-plant stage. Several 
weeks ago, a Du Pont spokesman 
said the material might be two and 
a half years away from full-scale 
commercial production. Until now 
this polymeric material has been 
tested only by Du Pont and by shoe 
manufacturers. 

Some of the test shoes were made 
by the Goodyear welt process, some 
by the cement process. The Navy 
will compare the two constructions 
besides checking the materials. 

The shoes have oil-resistant com- 
position soles. Neoprene from 
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which both the soles and heels were 
made is another Du Pont product. 


Regular Equipment Used — The 
shoes were made by the J. F. Mc- 
Elwain Co., Melville’s manufactur- 
ing division. McElwain’s president, 
Francis H. Gleason, said develop- 
ment work with non-leather shoes 
will continue while the Navy tests 
are in progress. 

He expressed satisfaction that 
the new materials, especially new 
upper, can used with present 
shoe manufacturing equipment. But 
some modifications will be needed, 


be 


Man-made materials ore used throughout these shoes produced for 

Navy testing by Melville. Front shoe is made by the Goodyear welt 

process, rear shoe by the cement process. Both use Du Pont breath- 
able polymeric material, with a grained effect, in the uppers. 


he added, to take full advantage of 
the material’s characteristics. 

Production runs of the new upper 
will be in rolls of uniform 
stance. In contrast to working with 
single tanned hides which have nat- 
ural variations, the material can be 
cut more efficiently with a saving of 
about 20 per cent in usage, and less 
waste. 


sub- 


Scuff-Resistant Shoes Mr. Erb 
showed samples of his firm’s new 
scuff-resisting shoes. Melville has 
worked with A. C. Lawrence in de- 
veloping shoes made from the new 
leather, and the company is 
lieved to be the first manufacturer 
to put these shoes on the market. 

Although they will appear first in 
Thom McAn outlets, Melville plans 
to use the treated leather also in 
women’s and girls’ shoes “in the 
foreseeable future.” These will be 
sold through Thom McAn and Miles 
retail units. 


be- 


Sam Smith Subsidiary 


To Teach Shoe Fitting 


NEWMARKET, N. H.—A 
profit 
tended to help fill the need for bet- 
ter-trained store personnel has been 
up by Sam Smith Shoe Corp. 
according to President Sam 


non- 


educational subsidiary  in- 


set 
here, 
Smith. 

The subsidiary will be called the 
Shoe Fitting Institute, 
Inc. Devoted exclusively to teaching 
retail personnel the proper tech- 
niques of fitting, the Institute will 
offer a correspondence course. 


American 


President of 
Dr. 
for 


President Is Named 
the 
Tennant, 
Sam Smith firm 

To quality for the course, an ap- 
plicant must be over age 18 and must 
worked regularly in fitting 
shoes for at least a year. Students 
will be required to study textbooks 
on foot anatomy, shoe fitting and 
medical referral and un- 
dergo written and oral examinations 


Ross 


the 


new organization is 


research director 


have 


business, 


Diploma Awarded Graduates 
will receive a wall-size diploma for 
store display, a wallet-size replica 
and business cards bearing the In- 
stitute seal, plus door and window 
decals and counter displays stating 
that the 
American Shoe Fitting Institute are 
in attendance.” 

Dr. Tennant called the ASFI pro- 
gram “the first step in the history of 
shoe retailing toward achieving pro- 
fessional status for shoe-fitting per- 


“graduate personnel of 


sonnel.” 
Mr. Smith expressed belief that 
the ASFI symbol 


‘ 


will come to be 
‘of inestimable value in increasing 
the the 


public in a store’s ability to fit shoes 


confidence of doctors and 


properly.” 


DR. ROSS TENNANT SAM SMITH 
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ENDICOTT (¥) JOHNSON 


The Famous Family Name in Shoes 


Look how ENDICOTT JOHNSON 
is MEASURING UP in the women’s 


Y fashion picture for Spring! 


WOMEN are on the biggest buying spree in history .. . and this is a trend that will 


keep spiraling upward all through the 60's! With new production facilities, new re- 


search laboratories, a new Style Studio and top-notch fashion consultants, watch 


Endicott Johnson step out as a style leader for Spring '61. 


LOOK how the popular 

price women’s shoe market 

is zooming to new highs 

There are 4,300,000 more shoe-buying 

women today than there were just 5 years 

ago. But that’s only the beginning! 

Women ‘em) have more leisure, 
more style knowl- 


(bless 


edge, more money 

than ever before 

. and are de- 

manding more 

specialized shoes 

of every descrip- 

tion. The average 

woman today buys 5 pairs of shoes each 

year. By 1965, she will be buying 6 pairs 

a year... and there will be 6,100,000 more 

women buying shoes. This means a whop- 

ping 40% increase in the total women’s 

shoe market. Keep your eye on Endicott 

Johnson for the keys to this growing 
profit opportunity! 


LOOK what's going on 
in E-J’s new Style Studio 


Our new team of top-notch shoe designers 
have more than ‘“‘know-how.”’ They also 
have ‘“‘know-when”’... know the impor- 
tance of getting new styles into your store 
at the peak of their popularity. They have 
their pipelines out to the fashion centers 
of Americaand Europe. They are ever alert 
to anticipate style trends —_— 

. to appraise them 

. to interpret them 


... for the popular-price shoe market .. . 
and te get them into production in time 
to make the most of them! Look to 
Endicott Johnson for fashion excitement 
and style news! 


LOOK for Doris Weston’s 
interpretations of trends 
in Women’s and Girls’ shoes 


This nationally-known style authority 
and Endicott Johnson’s new Fashion 
Creative Advisor sees simplicity as the 
keynote in 
shoe styling 
for Spring and 
Summer, with 
strong empha- 
sis on good 
taste. Big in 
the news are 
spectator de- 
tailing, stacked 
heels, white 
glove stitching, the opened-up shoe, tone- 
on-tone, button trims, street sandals, 
Italian sandals and ‘‘Cool Notes’’ (see 
inside) done in hot jazz colors. News- 
worthy colors include the new neutrals: 
custard, greige, green willow and bone. 
Pastels fea- 


ture pink, Jake a look at E-J’s 
blue, yellow : 
and lavender. fresh style promotions 
Beige: that help you cash in on 
hot, promotable styles... 


browns are still 
important. 






































johnsonette 
are playing your tune! 





Sweet and low COOL NOTES 
in Happy Jazz Colors 
We confess. Every style...every color...every 
promotion piece backing up COOL NOTES 
was coolly calculated as sales bait to catch 
that impulse buyer. That gal with the leisure 
. with the yen for leisure clothes and shoes 
to match .. . and with the money to indulge 
her whims. If you’re the type to want to take 
advantage of a gal’s weakness for pretty shoes 
. play it cool, Man, with COOL NOTES! 


FREE 


Complete COOL NOTES 
Promotion Package! 
Everything to help you 
play up sales! 

JUMBO POST CARD! SHOE DISPLAY 
UNITS! NEWSPAPER MAT ADS! 


TRANSCRIBED RADIO COMMERCIALS! 
DISPLAY SUGGESTIONS! 


COOL NOTE RECORD premium offer 
with each pair of COOL NOTES 





YOUR CUSTOMERS ARE READY FOR | ) 


_ ~~ — <i— -_ 
Styled to sell! Here are Spring and Summer’s most ) f \ \ i 
if? \ 
wanted styles, colors, leathers. Hi-Society Styles ; ii | ' 


y 


V 


have the quality and “the look” of much higher- 


priced shoes, surprising at these popular prices. + } 
J 


STYLES BY 


| styles that wil nsonette ¢ 
make your customers happy AND MAKE YOI — 


REAL MONEY! Shoes with expensive details 
but these low price tags 


LOOK WHAT YOU’VE GOT GOING FOR YOU 
WHEN YOU SELL HI-SOCIETY 


Here is a line of top promotional styles that will 


ENDICOTT JOHNSON CORPORATION 
Department B, Endicott 1, New York 


/ am interested in your WOMEN'S Shoe Promotions. Please 
have your salesman call on me with full information. 


Name 
Store 
Address 
City 





y 


OLCE of the 


“Retailing nowadays isn’t what it used 
to be,” according to LOUIS SAM- 
LELS of Samuels Shoe Store in Wil- 
Del. 


consumer entered your store she had. 


mington, “In the past, when a 
perhaps, a vague idea of what she 
might want. But times have changed. 
Now, she not only has an idea about 
the type but she also has a definite idea 
the 


minor details. 


about stvle, the color and even 


Li. 
ae 














These are the facts that a retailer has 
to face if he intends to continue in 
business. He must carry a larger stock 
in order to include the depth of sizes 
in the stvle range. He has to be a 
banker, in a manner of speaking, and 
carry a stock forty per cent larger 
than would ordinarily be needed to 
do his customary amount of business. 
“If you have the large selection that 
is demanded, it seems that women are 
Just 


try to cut down on the styles in your 


more amenable to suggestions. 

inventory and see what happens. 
“Your stock has to represent the key 
shoes featured in magazines and news- 
papers the country over, plus what the 
customer may decide on after she tries 
them on and passes them over because 
they are not for her. 

“The practice of suggested selling has 
not gone out of style. It’s just that you 
have to have a larger stock in order to 


make the suggestion method work.” 


* . . 


al we 


recession, we would be pretty close to 


could worry ourselves into a 


one now,” says the National Associa- 


tion of Credit Management. They con- 


1960 


November |, 


4a 
rade 


tinue: “With general agreement that 
the long-range economic picture for 
this country is shiny-bright and rosy, 
little 


hear unhappy noises in a number of 


ii becomes a disconcerting to 
business and financial quarters. 
“Caution is called for, certainly. But 
there is nothing to warrant serious ap- 
prehension in any one of the major 
industries. On balance, business should 
just about manage to hold its own at 
current levels, in spite of the over- 
cautious, during the next six months. 
or perhaps a bit longer. 

“The old stand-bys are still with us. 
strong and sturdy enough to keep this 
old the 
joints.” Listed are: consumer disposa- 
ble 


new equipment and plant orders; an 


economy from creaking at 


income and confidence; steady 
upswing in housing activity; and a 
federal highway program in high gear. 


* . o 


The workman is worthy of his hire! 
MRS. ISRAEL PEARLMAN, 


tising manager of the Sterling Shoe 


adver- 


Company, Providence, R. 1., feels that 
higher wages are important for every- 
one concerned. “Experienced fitters,” 
says she, “deserve higher salaries. This 
directly helps the store because a fitter 
who is well paid will generally have 
greater interest in his work. He will 
do everything he can to serve and 
sutisfy our customers; and make cer- 
tain that every one gets the proper fit- 
ting shoe. 

“We must not overlook the basic fact 
that customers want the best service. 
They want to feel welcome. This can 
best be accomplished by a sales staff 
that is happy at its work. A_ poorly 
paid, bored fitter is not conducive to 
repeat customers.” 


. * * 


foibles 


have a way of showing up in the wills 


Eccentricities and personal 
people leave behind them. One of the 
strangest and altruistic turned up about 
twelve years ago. It was the will of 


CONRAD CANTZEN, an old character 


BOOT anv SHOE 
RECORDER 


York City, at 


miser 


actor who died in New 


the age of 78. Cantzen was a 
who, between acting jobs, panhandled, 
rummaged through garbage cans, sold 
old newspapers, lived a hand-to-mouth 


skinflint existence. 


When Cantzen died in St. Luke’s Hos- 
pital, a will was discovered in his quar- 
ters, bequeathing the sum of $226,608 
for the establishment of The Conrad 
Cantzen Shoe Fund. This fund, super- 
Equity, provides 


vised by Actor’s 


unemployed actors and 
“Many 


wrote in his will, “I have been on my 


shoes for 


actresses. times,” Cantzen 
uppers, and the thinner the soles of 
my shoes were, the less courage | had 
to face the managers in looking for 
a job.” 

Since 1948, more than 7500 requisi- 
tions for shoes have been issued to 
unemployed Thespians, thanks to the 


eccentric old miser Conrad Cantzen. 
~ * * 

“Penney'’s shoe business has increased 
15 per cent since we instituted once-a- 
week ordering instead of the usual 
once-a-month,” says CHARLES SCHU- 
MANN, manager of the shoe depart- 
ment of the J. C. Penney Company on 
North Washington Street in 


Bay. Wisconsin. “Due to this change,” 


Green 


he says, “the store has 95 per cent of 
its merchandise in stock continuously, 
compared to 60 to 75 per cent as be- 
fore. 

“If people can’t find the size they want, 
We find it a 


mer- 


they will go elsewhere. 


definite investment to order out 


chandise every week. 


“As for style, we think the pointed 
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toes are here to stay. Each season, re- 
sistance to them is less and less.” 


= e +. 


It's the month, not the night before 
Christmas . . . when all through the 
nation’s retail stores, holiday promo- 
tions are heaviest. Results of a nation- 
wide survey, released by EDWARD F. 
ENGLE, manager of the Sales Pro- 
motion Division of the NRMA (Na- 
tional Retail Merchants Association) 
show that a significant proportion of 
the Christmas promotional effort of 
retail stores occurs during November. 
The survey was sent to a select list of 
930 NRMA member stores, ranging 
from one million dollars to over two 
hundred 


volume. 


million dollars in annual 
“The heavy emphasis on Christmas 
advertising and display in November,” 
says Mr. Engle, “is due to the desire 


of retail stores to make Christmas 
shopping as pleasant and effortless as 
possible for the customers. In Novem- 
ber, stores’ stocks and selections are 
the greatest; the aisles are less crowded 
than in December; and the sales peo- 
ple have more time to advise custom- 
ers on gift purchases. The public 
spends a big share of its annual shop- 
ping dollar during November and De- 
cember, and it is the obligation of 
every store to see that the customer is 
served in a prompt and helpful manner 
during this busy season.” 
* * * 

“We must carry a wide variety of 
medium priced shoes all the time,” 
says MILTON LAZANSKY, manager 
of Lazansky Family Shoe Store in 
Kewaunee, Wisconsin. He displays the 
important styles in shadow boxes and 
makes maximum use of small store 
windows. “I believe this method of 
showing shoes is an eye catcher. 
What's more, it’s easy to change the 
display frequently.” 
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Profile.... 


by ESTELLE G. ANDERSON 





PARK DOWD 


EING merchandise manager of twenty-one shoe departments within 

a company could be a headache and a mighty problem to some. But 

to Park Dowd, it’s just his “cup of tea.” On July 1, 1960, when he 

was made merchandise manager of all shoes in the three Meier & Frank 

Stores in Oregon, it was the first time in the 103-year history of Meier & 

Frank that one man had been put in charge of the entire “shoe shebang”. . . 
all departments, from the basement up. 

‘Park Dowd is the ideal man for the job. He has devoted practically his 
entire life to shoes . . . their historic, style and industrial evolution. Of 
course, if he had been a clairvoyant, he would have remained in the first 
job he had, when he came out of U.C.L.A. (where he majored in chemical 
engineering } . with the Seven Up Company. But that was during the 
depression. How could he know that the company would achieve the great 
success it now enjoys? At any rate, upon his return from a trip to South 
America for the company, he decided to quit. 

From Seven Up to Seven Benny! He went to work in Bullock's shoe 
department and soon found out that the shoe business was definitely for 
him. He liked it so well he decided to make it his career. He enrolled in one 
of the first executive training classes at Bullock’s and came through with 
a Number One rating. Shortly afterwards, he was made buyer of the 
Collegian Department in Bullock’s downtown store. That was the era in 
which the short vamp was just emerging and Park Dowd felt that here and 
now was the opportunity to do a specialized job. Specifically, they catered to 
a particular category . the collegiate girl . . . and promoted that one 
idea aggressively and consistently. During this period, too, Park Dowd 
pioneered many shoe ideas with Joyce, Ted Saval, Fern Shoe, Hamilton 
Shoe and many others. 

As a hobby, or perhaps as a complete change from the daily pattern, he 
decided to take up reading and writing Japanese, and took some evening 
extension courses at U.C.L.A. “Later on, when World War II came along,” 
says Park, “I was drafted into the Army, as a private. Because of my study 
of Japanese, I was put into Army Intelligence and sent to the University of 

(CONTINUED ON PAGE 50) 
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ww; aid Kn Here in a single design is a superlative combination 
of important shoe fashion trends. Slipon popularity is 
ee oe ns ; ; assured. The modified high riser look is keyed to the 
ae oe Antolegasia : American Continental silhouette. It goes with the nar- 
sae , rowed, cuffless trouser, continuing the line unbroken 
down the slimmed foot. 

Elasticized goring has a new velvet texture inside and 
Juan Forndndes 92335 out. Rows of perfs add the touch needed to keep this 
a "s : gentlemanly looking shoe in black matte finish calf from 
being too severe. Lightweight and flexible, it is built 

on Stacy-Adams’ new pointed Apex last. 


hot 








New Detailing Marks 





“Gone,” sharply taper- 
ed toe, unlined pump, 
16/8 heel, adjustable 
lacing; Accent. 


Square toe, high stack- 

ed heel pump, specta- 

tor detailing; American 

Girl. 
**‘Nude,”” luster calf 
mule, pleated vamp, 
26/8 heel; Ferncraft. 


Pumps are with us and always will be, as leading silhouettes in all types ‘ 
of shoes. This is one of the truisms in shoe circles. And there is a good 
reason why. Pumps do more to flatter the average foot than any other 
silhouette. Why else would women continue to wear them even when their 
feet often call for better support? If the foot is pretty, the pump silhouette 
makes it still prettier. If the foot is not so pretty, it still seems to look 
more graceful in a pump. And, of course, women love the absence of 
adjustments—no need to tie, button or buckle. 


“Venture,” ombre in six 

beige tones, separated 

by slit openings; DeLiso 
> Debs. 


White with green asym- 
metric overlay, accented 
by teardrop cutouts; 
Barefoot Originals. 
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Diversity of styling lies in new ways of opening vamps, new treat- 


ments in lacings, overlays, teardrop cutouts, draping and pleating | 


Asymmetric sling, ac- 

cented with button, vi- 
detailing and a great variety of nyl plastic underlays; 
treatments. New kinds of open- Fashion-Bilt. 

ings are important. You should point 

them out to your customer. They can 

lead, in time, to really open silhouettes. 

Opened-up shoes have not sold. Women 

have shown that they continue to prefer 

closed pumps with very pointed toes. So 

they are not ready for a change, but you 

can make them begin to like open pat- 

terns by beginning with small openings 

in the vamps, the shanks, the backs and 

the toplines. Shoes illustrated here show 

examples of all these kinds of openings. 

Besides these, we show one open toe 

sling pump and one mule, because there 

are women who like and wear both. 


pring 1961 pumps have beautiful 





Softly squared toe, tail- 
ored pump, contrasting 


They are classic patterns ty lene & ‘ lacing, medium stacked 
; are Ciassic i ‘rns oy ) ac- P : . 
ae pi : é heel; Newton Elkin. 


ceptance. 

New kinds of openings are not the 
only interesting new treatments § in 
spring pumps, however. Color has been 
treated in new ways. Such a design as 
the scroll or arabesque overlay, also 
illustrated, is attractive both because of 
the contrast it offers and the design of 
the overlay. The ombré side panel on 
another shoe is also fresh looking. Lac- 
ings and stitchings give smaller areas 
of contrast. In these drawings we give 
many of the new ideas and some of the 


classic. 


by ELEANOR M. RUTTY 


Contrasting arabesque 
overlay outlining deep 
V-throat of pump; 
Tweedie. 


LEZ Black patent pump, 

a asymmetric shank open- 
ing, soutache braid 
overlay, hourglass heel; 
Lipare. 
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If you're looking for a shopping center site for a women’s fashion shoe 
store, look for a center anchored by a department store or women’s 
specialty store carrying better-quality merchandise. There should be 
ample parking space and a good highway pattern to bring customers 
quickly and easily to the store. This Bala-Cynwyd, Pa., center features 
a Lord & Taylor store and is serviced by several major traffic arteries 


Picki 
icking 
by 

CHUCK HOSSACK 


HE shopping center boom be- 

gan immediately after World 

War II and it hasn’t let up. 
In spite of words of caution from 
merchandising experts, the number 
and variety of shopping centers con- 
tinue to increase and some mer- 
chants, who once considered and re- 
jected the idea of getting into a 
center, are now reconsidering the 
idea. 

If you are a retailer of women’s 
medium-price shoes and you've been 
looking anew at shopping center lo- 
cations, take a long look at the profit 
potential the center offers your shop 
and a good look at these recommen- 
dations by Andrew J. Weiss, vice- 
president, real estate for A. S. Beck 
Shoe Corp. Mr. Weiss picks loca- 
tions for A. S. Beck, Ansonia Shoes, 
Adler Shoes for Men and C. H. 
Baker Stores. 

Finding available shopping center 
locations is no problem for him. If 
the developers don’t seek out the 
chain in an effort to “sell” them on 
the center, A. S. Beck's representa- 
tives report the beginnings of any 
new centers in their area 


Mr. Weiss Gets Center's Site Plan 

Once he hears of a center that 
shows signs of being in a promising 
location, Mr. Weiss gets all of the 
details, including a site plan, show- 
ing the size of the center, and the 
names of the “key tenants” in the 
center. “We then go to look over the 
site, the trading area and the resi- 
dential development of the area,” 
said Mr. Weiss. 

Usually a center must be anchored 
by a major downtown type depart- 
ment store or a large women’s spe- 
cialty store carrying better-quality 
merchandise before it gets the nod 
from Mr. Weiss. A. S. Beck has 240 
units and 90 of these are in shopping 
centers. Mr. Weiss said that at least 
95 per cent of the center stores are 
in centers with a department store 
or major women’s specialty store at 
their hub. 

He said, “A center without this 
type of pivot store, featuring better 
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a Center for a Store Site 


Andrew J. Weiss, vice-president, real estate for 


A. S. Beck Shoe Corp., reveals his techniques 


for picking shopping center store locations for 


that chain of women’s fashion shoe outlets. In 


an interview, Mr. Weiss explains the earmarks 


of a profitable location, but warns that the con- 


tinuing center boom will, in his opinion, pro- 


duce future commercial slums. 


prices, doesn’t attract the cross-sec- 
tion of women we want, as A. S. 
Beck is primarily a high fashion wo- 
men’s operation. In addition to 
some low-income groups, A. S. Beck 
needs middle-income and _ higher 
middle-income shoppers,” the 
chain vice president. 

He added, however, that the vari- 
ety chains and the discount merchan- 
disers can usually bring in traffic to 
support family-type shoe operations 


said 


Many Factors Influence Selection 

Some of the other considerations 
that influence site selection, accord- 
ing to Mr. Weiss, are: highway pat- 
tern; regional population; average 
income in the region; increase or de- 
crease of industry in the area; num- 
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ber and location of existing shopping 
facilities; total sales area of the new 
center; parking space of the center; 
estimated sales of all center stores 
during the first year and types of 
shoe stores to be located in the cen- 
ter. 

It’s been proven that convenience 
is the best drawing card in a shop- 
ping center’s deck and the key to 
convenience is the highway pattern. 
The highway pattern must allow easy 
accessibility from great distances 
and also easy entrance and exit. 

“Where the highways are good, 
the people will come for miles,” said 
Mr. Weiss. He used the Peabody, 
Mass., center as an example. “People 
come all of the way from Maine to 
shop there and consider it going 


ANDREW J. WEISS 


Vice-President, Real Estate 
A. 8S. Beck Shoe Corp. 


downtown,” said the shoeman. He 
said department stores are big at- 
tractions and, with good highways 
around them, will get the shoppers 
to come from great distances. 


Store Popularity Causes Exceptions 

In some cases the highway pat- 
tern isn’t the most desirable but the 
strength of the department store, or 
other large well-known store, will 
more than make up the deficiency. 
Shoppers go to these centers because 
of the stores and not because of 
easy traveling. 

Once the customer reaches the 
shopping center, he or she should be 
able to find a place to park and park 
easily. Adequate parking space is 
almost essential for a_ successful 
center. Mr. Weiss looks for mini- 
mum parking of at least 2500 cars 
with 400 sq. feet of space allotted 
per car. He’s even more impressed 
by double-lined parking spots which 
prevent the dents and _ scratches 
caused by opening doors of cars 
parked too close together. 

There are exceptions to every rule. 
At one center, where an A. S. Beck 
store is doing an excellent business, 

(CONTINUED ON PAGE 47) 


The A. S. Beck Shoe Corp. attempts to 
get shopping center outlets, like this one, 
close to the center’s department store or 
women’s apparel specialty store. The ideal 
location provides 5,000 feet of store area. 


37 





From 34th Street, New York (coward’s) 





, “a Pan 2 
to Coos Bay, Oregon. (The Hub) 


retailers devote their best windows to 
wellco 


Foamtread Slippers 


©1960 WELLCO SHOE CORPORATION, WA YNESVILLE, N. C.1n Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co , Kitchener, Ont 
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Vigevano Show Is Biggest Ever 


Style news included built-in beauty in women’s styles, more open 


high style patterns, new lasts; white and dark brown were leaders. 


by LAURA C. WATERS, Milan 


An increased grip on international 
style leadership was observed by 
to the largest 
ever held in Italy. Twenty thousand 
visitors saw 850 exhibits, as against 


visitors shoe show 


men's 
Varino, 


{sv mmetric on 


calf 


perforations 


natural casual, Ciro 


Bologna. 


700 participants last year. Pleating, 
ruching and fancy patchwork treat- 
ments, slated for spring promotions, 
showed a fine artistry considered 
difficult to reproduce. 

In women’s lasts the trend was to 
a flattened forepart and 
look.” A new last, 
had a toe narrowing to a “x. inch tip 
and curving gently down to the sole. 
It was widely promoted on high and 
medium heels. Manufacturers of 
high style pumps are making a ma- 
effort to standardize the 
heels at 24/8. New lasts 


men had dramatic square lines. Some 


medium 


“low “Biscuit,” 


jor high 


slim for 
asymmetric square toes had a well- 
defined walled look featured by lead- 
ing stylists. Many men’s manufac- 
turers had tapered square toes, one 
inch wide at the tip. 

Styles in women’s shoes pointed 
to continued interest in texture ap- 
peal. Leathers interlaced, 
punched perforated. 
and other two-tone treatments were 
popular. There combinations 
of patent leather and kid, 
smooth calf and weavy pleats on kid 
panels. 
vamp plugs gave texture interest. 
Color contrast was important. A so- 
phisticated pump treatment had ara- 
cutouts boldly 
black and white. 

Metal trimmings had curio appeal, 
ranging from Roman coins to Span- 
ish galleons and gladiators in 
bronze-colored Buckles with 
colorful coats-of-arms were popular. 
High grade producers like Clema and 
Brunis are tending to make shoes 
more open by the use of stripping 
panels and fancy cutouts below the 
throatline. Consensus was that Clema 
and Invitta had more than an aver- 
age share of high fashion business 
with handcrafted featuring 
fine pleating and contrasting under- 
lays. 

Men’s shoes had panels of dressy - 


were 


and Overlays 


were 


shirred 


In women’s casuals pleated 


besque outlined in 


brass. 


shoes 


Left: Unusual folded perforated vamp 
in Ivana softie calf pump. Angelo & 
Figlio. 


White kidskin pump with asymmetric 
woven vamp insert, by Clema. 


stitching and lattice-work plugs. One 
in black patent leather 
had a frilly black satin apron with 
Slightly higher 
throats emphasized the planed-down 

(CONTINUED ON PAGE 48 
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pleated satin band. 


White caljskin pump with contrasting 
black trimming, by Invitta. 





What's in a Shoe and How to Sell It 





The McKay and Littleway 


HE McKay Sewed Shoe is 

about 100 years old as a proc- 

ess. While it’s no longer a ma- 
jor factor in modern shoemaking, it 
might at the same time be called the 
mother of modern shoemaking. 

The McKay process (usually used 
in combination with the Littleway 
process—and we'll discuss both of 
them in this article) accounts for 
about five per cent of all our shoes. 
The McKay-Littleway constructions 
represent about 12 per cent of our 
men’s work shoes; 7.5 per cent of 
men’s dress shoes; 8 per cent of 
youths’ and boys’ shoes; and about 
5.5 per cent of women’s shoes. The 
McKay-Littleway constructions are 
used very little in juvenile footwear 
today. The Littleway process, by it- 
self, is used more than the “pure” 
McKay process, by itself, in today’s 
shoes. 

However, variations of the Mc- 
Kay, such as the McKay Welt, or the 
American Welt, or the Littleway- 
McKay, are still commonly used in 
men’s, women’s and juvenile shoes. 


The McKay Process 
The McKay is a sewed shoe. The 
upper is formed or lasted over a flat 


CROSS-SECTION 
OF McKAY SEWED SHOE 


LASTING TACKS / CHANNEL 
CUNCHING pOMT 
OF LASTING Tacx nay SEAM FASTENING 
OUTSOLE. UPPER AND INSOLE 


insole—that is, an insole without the 
rib used in a Goodyear welt sve. 
This is called “flat lasting.” The 
insole and upper are attached to- 
gether temporarily either by tacks 
(tack lasting) or by cement. 

Before the outsole is applied, a 
small, thin, pear-shaped filler of felt 
is inserted at the ball. Also, a thin, 
metal shankpiece is inserted. Now 
the shoe is ready for the outsole. 

The removed. And 
comes the heart of the McKay proc- 
ess. The outsole is chain-stitched to 
the lasted-over upper and insole with 
a McKay sewing machine. The 
stitching comes up through the in- 
sole, forms a stitch row around the 
inner edge of the shoe—and is com- 
monly referred to as “through-and- 
through stitching.” A_ socklining 
covers this. The then re- 
placed in the shoe for the remaining 
operations. 

If the outsole is applied by the 
McKay method, as originally, then a 
“channel” is made along the edge of 
the outsole (a thin slice of sole edge 
opened up and flapped back The 
McKay chainstitch then goes through 
this margin, attaching outsole, insole 
and upper. Once sewed, the channel 


last is now 


last is 


CROSS-SECTION 
OF McKAY WELT SHOE 


Manav SEAM UNITING 
INSOLE UPPLA £0 SOLE 


LOCASTITCH UNITING 


flap is laid back to cover the exposed 

stitching on the outsole. 
That, essentially, is 

Sewed Shoe as a process. 


the McKay 


Its Origins 
The McKay process holds the 
honor of converting shoemaking 
from a craft to an industry. It was 
the start of modern shoemaking. The 
original McKay Sewing Machine was 
one of the great shoe machines, in- 
vented by Lyman R. Blake 
patented in 1858. The machine sub- 
stituted thread fur nails and pegs, 
and made it possible to construct a 
shoe faster and more economically, 
lighter and more flexible. 

Colonel Gordon McKay, a mechan- 
ical engineer in the machinery busi- 
ness, bought the machine from Blake 
in 1859. In 1862 he took out patents 
for improvements which now added 
up to $100,000 in additional invest- 
ment. 

The machine was revolutionary. It 
75 to 3 


shoe- 


and 


reduced sewing costs from 
cents a pair, drastically cut 
making time, permitted more atten- 
tion to be given to quality and styl- 
ing features. Nevertheless, shoe 
manufacturers remained skeptical, 
CROSS-SECTION 


OF LITTLEWAY LOCKSTITCH 


Crane 
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Lockstitch Processes... 


The McKay and Littleway processes are usually used in medium to 
lower priced footwear but nonetheless they produce shoes of sound 
construction, with good wear, shape retention and other values. 


believing it impossible to sew upper, 
insole and outsole in one operation. 
They wouldn’t buy the machine. By 
1863, only 200 machines were in use, 
and only 24% million pairs of shoes 
were made on this process. 

Colonel McKay was desperate and 
nearly broke. So he offered to lease 
the machines, taking a small royalty 
per pair. And so the shoe machinery 
leasing system—common to this very 
day—was born, wholly by accident 
rather than by design. By 1870, 
these machines were producing 25 
million pairs a year. 


Other McKay Versions 
The McKay Welt is made exactly 
as an ordinary McKay. However, 
there’s one addition—a narrow strip 
of welting around the edge of the top 
surface of the outsole, and project- 
ing a bit under the upper. This—the 
welt, insole and upper is sewed 
together with a McKay chainstitch 
or Littleway lockstitch. The outsole 
is then attached to the extension 
edge of the welt with a Goodyear 
lockstitch. 
(CONTINUED ON NEXT PAGE) 


1. Upper, last and insole ready for as- 
sembly prior to pulling over. Appear- 
ance of shoe bottom after pulling over. 


2. Appearance of shoe bottom after 
Littleway staple side lasting. Shoe bot- 
tom after it is completely lasted. Toe is 
cement-lasted and heel seat is tacked. 
Appearance of shoe bottom after 
‘roughing. Note that the roughing does 
not extend out to the edge of the shoe. 


3. Outside blank, rounded outsole. 
Outsole after sole conforming with wood 
heel flap and channel cut and heel seat 
punched for accurate locating on the 
sole laying machine. Flesh side of out- 
sole, showing thin lines of rubber ce- 
ment applied. This cement serves as a 
temporary means only of holding the 
outsole to the shoe bottom. 


4. Appearance of shoe bottom after 
sole laying. Shoe bottom after the 
channel is opened. Shoe bottom after 
sole stitching. Prior to sole stitching 
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the last is removed from the shoe. 


5. Appearance of shoe bottom after 
relasting, channel cementing, channel 
laying and sole leveling. Appearance 
of shoe bottom after the heel seat has 
been shaped for wood heel finishing. 


6. Covered wood heel. Shoe bottom 
with wood heel glued on and breast 
flap cemented in place. Shoe bottom af- 
ter trimming breast flap, edge setting 
and bottom finishing. These illustrations 
and the three shoe cross-sections cour- 
tesy United Shoe Machinery Corp. 








The American Welt is actually a 
McKay construction with the addi- 
tion of a midsole. The midsole adds 
“body” to the shoe. The midsole por- 


ce 


- 


. 


rl & 


made by the Littleway Lock- 


proc ess. 


Sandal 
stitch 


tion around the outer edge of the 
shoe somewhat simulates a welt ap- 
pearance. The midsole, and 
upper attached together by 
chainstitch or lockstitch. The outsole 
is attached to the midsole by a Good- 
vear lockstitch. Thus the two stitch- 
ing operations combined lend added 


insole 


are 


“security” to the shoe. 

So the difference between a Mc- 
Kay Welt and an American Welt is 
simply this. While both are made 
essentially by the McKay 
the McKay Welt utilizes a welting, 
while the American Welt 
midsole. 


process, 


utilizes a 


Littleway Lockstitch 

The Littleway Lockstitch, like the 
McKay, is a flat-lasted construction. 
It was originated by A. E. Little 
about a half century ago, and fur- 
ther developed by James H. Reed. In 
recent years, particularly, it has un- 
dergone many variations from the 
original process. The Littleway proc- 
commonly used in flatties, 
casuals, sport shoes, moccasins, sad- 
die oxfords and other types of foot- 
wear, for men’s, women’s and chil- 
dren’s shoes. 


ess is 


The upper and insole are assembled 
over the last. Now, originally, the 
under margin of the upper, extend- 
ing around the edge of the shoe, was 
attached or lasted to the insole by 
machine-driven wire staples. The 
machine forced the staple to bend 
and curve when part way into the 
insole, thus forming a secure clinch. 
Therefore, no metal penetrated up to 
the foot surface of the insole. This 
was and still is the chief characteris- 
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tic of the original Littleway. 

Now, however, the larger share of 
these shoes are lasted (upper to in- 
sole) by cement rather than staples. 
While the process is still called Lit- 
tleway, the newer version departs 
from the main trait—the staple last- 
ing—of the original Littleway. 

The outsole is held on temporarily 
with cement and the last is removed 
from the shoe. The last is removed 
because the stitching used to attach 
outsole, insole and upper penetrates 
all the way through to the foot-side 
surface of the (this 
stitching is usually covered by a 
socklining). On the tread surface of 
the outsole, the stitching may be con- 
under a channel or flap of 


insole row of 


cealed 


W elt 


Shoe 


Littleway 
J. Potvin 


shoe made by 
Courtesy R. 


Child's 
proc Ss. 
Company. 


Top left, Littleway; top right, American 
tom right. McKay welt. 
shoes by Bates Shoe Co. 


Women's and growing girls’ shoes by 


leather. Or, the stitching on the out- 
sole bottom may be visible. However, 
because lockstitch, it won't 
“un-thread” with wear. The broken 
ends of the lockstitched thread flat- 
ten out against the thread hole to be- 


it’s a 


come permanently secured. 

The stitching on the bottom of the 
outsole can be either visible or con- 
cealed. In casual or sport-type foot- 
wear, the visible stitching seems to 
add to the 
However, if a 
shoe bottom is desired, then, before 


“casual” apearance of the 
shoe. more refined 
outsole stitching, a channel or thin 
slice of outsole is cut around the sole 
edge. This flap is lifted, and the sole 
is stitched under the flap. The flap 
is then laid down and cemented over 
the stitching, concealing it. 

stitching 
“stitched 


Incidentally, where the 
is visible—this is called 
aloft.” 

The 


is commonly 


Lockstitch” 


used as though it were 


term “Littleway 
a distinct type of shoe construction. 
But “lockstitch” is simply a kind of 
sewing pattern, and can apply to a 
Goodyear or other types of construc- 
tion—and is not necessarily linked to 
Littleway. 

In a sense, the original and genu- 
Littleway to- 


ine (staple-lasted 1s 


day in the minority. If we cement- 
last the upper to the insole, then use 
a lockstitch to attach outsole, insole 
and upper, we have a form of shoe- 
making which is no longer truly a 

CONTINUED ON PAGE 50) 


welt; bottom left and center, Littleway; bot- 
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British Shows 
Point to Changing 
Points for Women 


European manufacturers now offer the 
spatula, a chopped-off square, the chisel 
and a long oval Picador point. 


~Y ONCENTRATING all the principal trade events 

into a two-week period has allowed British 

shoe producers to stage an all-out selling cam- 

paign, aimed at both retailers and customers, under 
the title “Footwear Fortnight.” 

It was launched last month with the opening of the 
annual “Fashion in Footwear” exhibition at the Wash- 
ington Hotel, London, and the “Shoes for Spring” exhi- 
bition at the Mount Royal Hotel, also in London, while 
a special Prestige Fashion Show, put on for the benefit 
of the press and overseas buyers, was held at London- 
derry House. In addition, the Man-made Soling Asso- 
ciation held a three-day convention and the British 
Color Council put on special fashion and accessories 
displays 

From the wide range of exhibits it was possible to 
yet a very broad picture of what the shoe producers 
of Europe are going to try to persuade their customers 
to sell during the coming year. There were 144 dif- 

(CONTINUED ON PAGE 49) 


The combination of a network of black over a base of red 
satin attracted attention to the above evening pump. It was 
displayed at the British event by Ferragamo. 


The trend to a new toe treatment for men’s shoes is evi- 

dent in the shoe pictured to the right from Llovd Schuh- 

fabrik Mever G.m.b.H., West Germany. It is the latest 
squared-off toe brogue. 


It's always springtime in this open-toe shoe which 
features removable artificial flowers set in small 
holders at the side. Shown in London. (UPI) 


i * 
a4 

This tapered-toe shoe in a multi-colored pattern 
of jacquard brocade has contrasting sock lining. 


It is from North British Rubber Co. 





For Better Data On Per Capita 


EDWARD L. DREW 


HE shoe industry for many 

years has been using one im- 

portant statistical series 
containing a substantial amount of 
misinformation — the data on per 
capita production and consumption 
of shoes. It is long since time that 
these data be abandoned and a more 
reliable series prepared. 

The series now in use and pub- 
lished annually in the Boot AND 
SHOE RECORDER was first presented 
in the 1930’s. The basic fault with 
the present series is that the popu- 
lation age groups used to compute 
the per capita data have not been 
correctly selected. For example, the 
per capita production of infants’ and 
babies’ shoes has been computed by 
using the male and female popula- 
tion under five years of age as the 
divisor. The assumption has been 
that a child doesn’t graduate to chil- 
dren’s shoes until it is five years old 
or roughly of kindergarten age. 
Using such a basis one arrives at 
the conclusion that the per capita 
demand for infants’ and 
shoes is only about two pairs per 
year; and this during the period of 
extremely rapid physical growth 
when shoes become too small with 
budget-breaking speed. Baby is al- 
Ways needing new shoes. 


babies’ 
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EDITOR’S NOTE 


It is both fitting and proper that this article, which criticizes 
present per capita shoe production and consumption figures as 
being “‘an inadequate and inaccurate series,” should be written 
by Edward L. Drew, who originated the series when they were 
first published in Boor anp SHoe Recorver back in the 1930's. 


In this article Mr. Drew proposes a Size Change Study to 
overcome the limitations of this series and to produce more 
realistic figures in the future. 


Such a study will be conducted under the joint sponsorship of 
Boot AND SHoE RecorpDeER and National Shoe Manufacturers 
Association, Inc. The study will be made with a sufficiently 
large number of family shoe stores to assure the sample which 
Mr. Drew suggests, of 300 to 400 reports of age at times of 
change of size in the five size runs. They are: Infants’ and Babies’ 
(sizes 0-8); Children’s (sizes 84 to 12); Misses’ (sizes 121 
and over); Youths’ and Boys’ (sizes 8-2 and 1-6); Men’s (sizes 5 
and over) and Women’s (sizes 21% and over). The study will 
be made during a four to six weeks period prior to the next 
pre-Easter selling period. 


The data which this study will produce will be compiled and 
analyzed by National Shoe Manufacturers Association, Inc., and 
will be reported in Boor anp SHoE RECORDER in a series of 
articles by Mr. Drew. 


Your cooperation in this important project involves only the 
answering of a simple questionnaire. If you would like to par- 
ticipate in the study please write Boot anD SHoE RECORDER. 
Further details will be published in these pages well in advance 
of the pre-Easter survey period. 





It is much more likely that the 
change-over to children’s shoes oc- 
curs before the child is even three 
years of age. If that is the case, 
then per capita use would compute to 
something nearer three and one-half 
pairs per year, a much more realistic 
figure. Unfortunately, no data are 
now available to disclose just when 
this change-over does take place. 

Per capita data on children’s, 
misses’, youths’ and boys’, and 
adults’ shoes similarly are computed 
by using population groups which 
are incorrect or dubious. In brief, 
there is too little known about the 
make-up of the markets for the vari- 
ous major types of footwear for any- 
one to say with any certainty what 
the per capita demand really is. This 
situation needs correction; a new, 


revised series of per capita informa- 
tion should be prepared. 


The Need Is Obvious 


The need for such information 
should be obvious. Marketing sur- 
veys without it can give only a part 
of the data needed for intelligent 
merchandising. Marketing data now 
available to the shoe industry give, 
for the most part, only the over-all 
dollar potentials without reference 
to the age/sex categories of foot- 
wear to which these potentials apply. 

Changes in the population and its 
make-up are vitally important to all 
types of planning whether for 
schoolrooms, grocery stores, gas sta- 
tions, or shoe sales. Population 
analysts now estimate the age/sex 
make-up of the population by com- 
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Production and Consumption 


The data on per capita production and consumption which the shoe in- 
dustry has been using for many years are inadequate and inaccurate. Here 
is a proposal for a new study designed to produce more realistic figures. 


munities for years ahead. This is 
basic market information. But what 
it means to a shoe manufacturer or 
retailer depends to a large extent on 
his ability to translate these figures 
on people into figures on shoe pair- 
age. What the market is today and 
what it probably will be five years 
from now for a particular type of 
shoe can only be determined by hav- 
ing more accurate information on 
per capita demand than is now at 
the industry's disposal. 


Neither Difficult Nor Expensive 

In my opinion the gathering of the 
necessary information to this end 
would be neither difficult nor expen- 
The broad outline for such a 
survey has already been prepared. 
In essence the plan proposes 


sive. 


(a) to find out at what age or ages 
children first move into the 
next higher shoe-size cate- 
gory, i.e., from infants’ and 
babies’ shoes to children’s 

from children’s to 
misses’ or youths’ and boys’, 
etc. With this information it 
would be easy to determine 
how many potential customers 
there are for each of these 
categories —- men’s, women’s, 
misses’, youths’ and boys’, 
children’s, and infants’ and 
babies’. 
to use experienced family 
store retailers in various 
parts of the country to collect 
the information during some 
specified period and to report 
it back to the sponsoring 
agency. 


shoes; 


An Adequate Sample 
It is my thought that a sample of 
300 to 400 for each of the five 
change-over periods might be ade- 
quate. The number of reporting re- 
tailers would depend upon the num- 
ber of change-over sales asked for 
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from each. It is also my thought 
that the best period for getting this 
information quickly would be the 
pre-Easter period. Since it is more 
or less customary to reoutfit children 
at this time, it is probably the best 
short-term period for catching the 
changes to the next higher age- 
group types of footwear. 

It should be emphasized, however, 
that full value from any such survey 
and resulting per capita data can 
only be achieved if the original data 
on shoe production are reasonably 
accurate. To this end it is vitally 
important that shoe manufacturers 
who report their monthly figures to 
the Bureau of the Census report as 
accurately as possible the informa- 
tion called for on the forms. The 
Bureau of the Census, too, should 
regularly examine its sampling and 
tabulating techniques to be sure that 
the data it releases are sound. In 
short, the industry must have full 
confidence in this basic information, 
the shoe production figures. 


Proposed Survey on the Markets 
for Shoes 

Shoe production data are collected 
monthly by the Bureau of the Census 
to show output in eight major cate- 
gories; Men's, Women’s, Misses’, 
Youths’ and Children’s, In- 
fants’ and Babies’, Slippers and Ath- 
letic shoes plus a ninth “All Other” 
catch-all. The proposed survey deals 
with only the first six of these major 
groups. For each of these classifica- 
tions the Bureau of the Census has 
specified on its reporting forms the 
shoe sizes involved. All manufac- 
turers and retailers are familiar 
with these size categories and this 
proposed survey will use them in its 
descriptions and definitions. They 
are: Infants’ and Babies’ (sizes 0-8) ; 
Children’s (sizes 8% to 12); Misses’ 
(sizes 12% and over); Youths’ and 
Boys’ and 1-6); Men’s 


s0ys,’ 


(sizes 8-2 
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Formerly Economist, 


Tanners’ Council of America 


(sizes 5 and over) and Women’s 


(sizes 24% and over). 

The purpose of this survey is to 
determine how many individuals 
make up the U. S. market for each 
of the six major shoe types. To do 
this it is not necessary to find out 
what size and types are being worn 
at some particular period by a cross- 
section of the population. It is only 
necessary to find out at what age or 
ages children graduate to the next 
size and type of shoes. From this 
information the extent of the mar- 
ket for each size/type can readily be 
calculated. 


The Method 
The suggested method for collect- 
ing these data is as follows: 


(1) With the cooperation of Na- 
tional Shoe Manufacturers 
Association, Inc., BOOT AND 
SHOE RECORDER would set up 
a reporting panel of some 
thirty to forty family type 
stores distributed across the 
country roughly as follows: 
East—12 to 14 stores; South 
—5 to 8 stores; Mid-West—5 
to 8 stores; West—8 to 10 
stores. The participating 
stores should cover mainly the 
middle income sections but 
should also include about 8 
per cent in predominately 
non-white areas. The distri- 
bution of the reporting group, 
as outlined, may not be vital 
but it is recommended as in- 
surance against any regional 
or racial differences in foot 
size changes. 

Each of the participating 
stores would be provided with 
a simple reporting form for 
noting at what age children 
are provided with their first 
pair of shoes in the next 
higher size/type category. If 

(CONTINUED ON PAGE 54) 
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Windows extend back into the store proper, making it 


possible for customers to point out styles in the display 


without going outside. Store sign idea was taken from 
signs used on theatre marquees and has high visibility. 


Watertown Store 


Is Spacious and Functional 


Visible stock does not prevent eye appeal. Wide traffic aisles are featured. 


HE family shoe store of Park-Elitharp, Inc., 
recently opened at a new location in Watertown, 
N. Y., is spacious, functional and eye-appealing. 

The new location culminates more than half a cen- 
tury of business for the firm. It is the store’s fifth 
move. 

The new store has 1,800 square feet of selling space 
and a stock of more than 6,000 pairs. Emphasis is put 
on a wide selling area and easy accessibility of mer- 
chandise. 
within easy 


Convenient wall shelving brings shoes 


reach of clerks in departments for men, women and 


View of central area of store gives an idea of the spacious 
feeling provided by wide traffic aisles and uncluttered seating. 


children. 
plenty of eye-appeal. 


Despite the visible stock layout, the store has 
There are no perpendicular up- 
rights in the wall shelving. The shelving is hung on 
Garcy fixtures which can be adjusted to every half inch. 

Through use of wide traffic aisles and uncluttered 
seating arrangements, any feeling of compression or 
crowding has been avoided. 

Pegboard shadow boxes with indirect lighting spot- 
light featured styles at various interior display points 

A stockroom at the rear houses considerable reserve 
stock in more than 1,000 square feet of floor space. 
(CONTINUED ON PAGE 49 


Pegboard shadow boxes with indirect lighting spotlight fea- 
tured styles. This display is in yellow and a light soft gray. 











Picking a Center 


for a Store Site 
(CONTINUED FROM PAGE 37) 


there less than 2000 parking 
spaces and cars line up on the high- 
way to await a spot in the parking 
lot. The rapid turnover of customers 
makes this center a success. This 
center also happens to be anchored 
by a markdown women’s apparel 
store which does $8 to $10 million in 
sales a year. 


are 


Mr. Weiss Checks Census Reports 

For some of his information, Mr. 
Weiss turns to census reports. From 
these he can determine the popula- 
tion, the average age of the area’s 
residents and the average income in 
the community. This information is 
important to a chain that sells fash- 
ion shoes for prices at the high end 
of the popular price range. Mr. 
Weiss checks the population for 
three, five and ten miles around the 
proposed center and then attempts 
tu determine if A. S. Beck shoes will 
sell. The income figures help spot a 
market, but Mr. Weiss doesn’t rely 
solely on them. He gets out onto the 
streets and looks at the women. A 
look at their appare] and their shoes 
tells him whether or not Beck shoes 
will move fast enough to make the 
center a profitable location. 

To be a good location, retail sales 
within a ten-mile radius of a center 
should total $100 million or more 
each year. Once Mr. Weiss gets this 
information (its available from the 
local Chamber of Commerce), he 
checks the retail! facilities already in 
the area. If the stores already in 
business adequately serve the area, 
Mr. Weiss feels a new shopping cen- 
ter just dilutes the business to where 
no one store can make decent nvrofits. 


Industry Provides Key to Future 

In addition to population, income 
and existing shopping facilities, Mr. 
Weiss likes to take a look at the in- 
dustry trends in the area where the 
potential shopping center customers 
work. He finds out whether indus- 
try is increasing or decreasing. This 
offers a key to future population and 
income changes. The type of indus- 
try also provides a clue to the buy- 
ing habits of the potential 
tomers. 

In making his study of a location, 
Mr. Weiss avoids using the projected 
population and industry data de- 


cus- 
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veloped by regional planning com- 
missions. He claims these are some- 
times “exaggerated dreams.” 

“If our study indicates we have 
found the kind of center in which 
we should have a store, we start 
negotiations with the owners for lo- 
cation of the unit and terms,” 
Mr. Weiss. 

He insists that the owners of the 
center tell him the number and types 
of shoe stores proposed for the lo- 
cation. He then takes the estimated 
first year’s dollar sales for the entire 
center, which are part of the de- 


said 


veloper’s survey, and attempts to 
determine if A. S. Beck can run a 
profitable operation at the spot. 


Beck Has Developed a Formula 

This is Mr. Weiss’ formula for 
determining the business available 
for a branch store: If the center is 
expected to generate $30 million in 
sales in the first year, Mr. Weiss 
figures there will be $1,200,000 in 
sales for exclusive shoe stores. Then, 
by studying the number and types 
of other shoe stores and their prob- 

(CONTINUED ON FOLLOWING PAGE) 
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IN STOCK 
Work Shoe—Brown 
#40 Oxford 

#405 High Boot 


Foot problems can affect anyone. You would 
be surprised to know how many shoe stores like 
yours use our Alden-Pedic work shoe to satisfy 
“hard-to-fit" customers who must stay on the job. 
Learn about our Foot Balance program® today. 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Cestom Boclmakers Since 1884 
BROCKTON. MASSACHUSETTS 
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able dollar sales, he is able to deter- 
mine what A. S. Beck can expect in 
dollar sales. This figure, based al- 
most entirely on experience and 
judgment, is compared with costs 
and the final decision to enter or 
pass up the center is made. 

Mr. Weiss said the best years for 
dollar sales usually come after a 
center has been in operation for at 
least two years. 

As for location, the Beck vice- 
president tries to get his units as 
close to the department store or wo- 
men’s specialty store as the center’s 
layout allows. He considers 5,000 
square feet ideal for store area and 
hkes additional space for reserve 
stocks. 


Commercial Slums Are Predicted 


In addition to pointing out the 
significant techniques A. S. Beck has 
used in picking shopping center loca- 
tions, Mr. Weiss offered a few per- 
sonal opinions about the shopping 
center boom. He feels that the boom 
has over-extended itself, that it 
should have tapered off and come to 
a halt in many areas and that the 
continued increase in centers will 
result in commercial slums within 


the next 20 years. 

He feels the added inducement of 
Small Business Administration loans 
for center construction will only in- 
crease the problem of too many 
stores for too small a population. 


Vigevano Show 
Is Biggest Ever 
(CONTINUED FROM PAGE 39) 


silhouette and tapered vamp. A dark 
brown was a successful new color, 
especially for casuals with matching 
basket-weave plugs. Gold metal pip- 
ing interwoven above the welt high- 
lighted a three-eyelet tie by Meriggi, 
which also sported panels of chain 
stitching on brown calf. 

Machinery, materials and allied 
products were also exhibited, draw- 
ing many manufacturers to the 
show. Many new gimmicks were 
shown, including roller stainless steel 
heels, mink-covered buttons and 
bands of crazy patterned, multi-col- 
ored pleating. 

Shoe prices remained firm at last 
year’s levels with a few firms mark- 
ing down about three to five per 
cent. Prices of women’s better grade 
pumps ranged from $6.40 to $9.46 





74, 22 Lipca Street 
Lodz, Poland 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


® Wellingtons 


®@ Halfboots 


@ Rubber work-boots 


® Galoshes (for women and children) 


® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes 


®@ Basketball shoes 


wholesale. It was reported that most 
American importers specified pumps 
in cheaper leathers at about $6. Only 
one per cent of the thousands of 
Italian shoe firms use American lasts 
with their wide range of sizes and 
widths. The Italian Shoe Manufac- 
turers’ Association, which organ- 
ized this year’s show, introduced 
free bus rides for the 20-mile trip 
from Milan to Vigevano. 


Swedish Up Shoe Stocks 


STOCKHOLM, SWEDEN — The 
supply of shoes on the Swedish mar- 
ket for the first half of 1960 rose 
2.3 million pairs over the same 
period last year, but the major in- 
crease was due to imports, according 
to the Swedish Board of Trade. 

The Swedish Board of Trade an- 
nounced that total pairs on the mar- 
ket amounted to 12.8 million for the 
first six months of this year. The 
figure from last year was 10.5 mil- 
lion 

During the period, imports rose 
from 2 million to 3.5 million and 
domestic production climbed from 
8.7 to 9.5 million pairs. Exports 
showed a minor drop. 


| SKORIMPEX-:- 
IMPORT AND EXPORT AGENCY 


P.O.B. 133 


Cable: Skorimpex—Lodz 


® Volleyball shoes 


® Ballerina sandals for women and children 


W rite tor Full Information and Samples 
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British Shows Point 
To Changing Points 
(CONTINUED FROM PAGE 43) 


ferent displays at the “Fashion in 
Footwear” exhibition and nearly a 
hundred at the “Shoes for Spring’”’ 
show, with no less than 43 Italian 
manufacturers, seven French, four 
West German, two Swedish, and one 
each from Belgium, Ireland, Switz- 
erland and Holland, among the mak- 
ers showing at the former. 


Toe Is Still News 

The chief news is still in the toe. 
Roger Vivier, designing for Dior, 
has scrapped the point, but other 
continental designers still favor it; 
so do most British makers. But there 
is infinite variety in the kind of 
point, while the blunter toe shapes 
are equally numerous. There’s the 
spatula, the chopped-off square, the 
chisel, the oblique chisel and the new 
Picador point, with its long 
shape. 

Heels, too, offer a great variety of 
choice. The tall stilleto appeared to 
be holding its own, but one maker— 
Holmes of Norwich—came out with 
the dolphin heel, which retains the 
height and slenderness of the stiletto 
but gives a base some four times 
bigger than the floor-damaging 
spikes. Lower heels made a big re- 
turn in spectator and casual shoes; 
the Cuban heel has been smartened 
up, while there is also the baby 
Louis, the spoon, the squared-off, the 
dumpy, the middy and the baby doll. 

Very popular with many makers 
are the attractive new pearlized 
leathers and textured skins, while 
fashion colors include sunny yellow 
and golden tones, beige, apricots and 
tans, reddish and earthy browns, so- 
phisticated greens, whites and off- 
white, pastel blues, blonds, lilacs and 
soft grays. 

Particularly noticeable was the big 
progress made by the rubber and 
other man-made footwear makers. 
This has been partly forced on them 
since the European makers appear 
to have lost the market for conven- 
tional type of medium sports shoes 
and canvas shoes—the backbone of 
the business for many years—to the 
Hong Kong product, with which 
they have no chance of competing in 
price. 

The direct molding process, how- 
ever, gave these European makers 


oval 
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the opportunity to produce shoes 
which compare favorably in style, 
finish and weight with shoes made of 
other materials. 

Plastic overboots, introduced a few 
years ago, immediately became popu- 
lar, selling at any time of the year 
when there is rain—and in Britain 
that usually means year round. They 
were originally mere plastic-cover- 
ings for the shoes with no pretension 
to style or fashion. This year, how- 
ever, sees these overshoes in a num- 
ber of attractive heeled designs in 
slipon or button styles and in a va- 
riety of colors. 

New and fashionable overshoes 
are now available on up-to-date 
pointed toe lasts in a variety of ma- 
terials, including attractive designs 
in tweeds and poplins. 


Deadly Point Diminishes 

The general trend for men’s shoes 
is towards a slimmer line, but in 
general the toes are oval or chiseled, 
rather than pointed. A recent mur- 
der case, in which the victim was 
kicked to death by hooligans wearing 
Italian-styled pointed shoes, has 
done much to increase the unpopu- 
larity of pointed toes. 

There are more brown shoes than 
for the past few years, but black 
continues to be the predominant 
seller. Among the new shades for 
men’s shoes are blackened browns, 
walnut, olive and greenish browns. 
Pearlized leathers are now being 
used and the textured leathers in- 
clude pigskin, wild boar, imitation 
armadillo, imitation ocelot and seal. 

Other fashion trends in men’s 
shoes include straps, buckles and 
“D” rings, elastic side or throat gus- 
sets, inset aprons in contrasting ma- 
terial or color and mock aprons out- 
lined with stitching and _ ridged 
seams. Saddle-stitching close-seam- 
ing, embroidery, braiding and plenty 
of broguing were also displayed. 

So far as fashions in general are 
concerned for men, the slipon and tie 
shoes with medium toes continue to 
gain in popularity, while there is 
now quite distinct evidence of a re- 
turn to classic brogues and semi- 
brogues. 

Coming as it did at the end of the 
great season for European shoe 
fairs, which started with the Se- 
maine du Cuir in Paris and went 
on through Zurich, Vigevano and 
Dusseldorf, the London “Footwear 
Fortnight” provided a grand finale 


for buyers from all over the world 
to see international trends. Shoe 


fashion has always been influenced 
by foreign trends and, as the nations 
of Europe grow closer together, that 
pace is quickening. 


Watertown Store Is 
Spacious and Functional 
(CONTINUED FROM PAGE 46) 


The wide entrance to the store on 
the street floor of Hotel Woodruff, 
a hundred per cent location, is flank- 
ed by two large display windows 
which are trimmed to face the en- 
trance area, rather than the street, 
tending to pull traffic into the en- 
tranceway. 

The store is departmentalized into 
men’s, women’s and children’s sec- 
tions through the use of fixtures and 
color contrasts. 

For instance, in the men’s section 
the “Men’s Footwear” sign is in jon- 
quil yellow against a taupe wall. 

The women’s department is fin- 
ished in a soft green with peg board 
displays in yellow and a light soft 
gray. The letters reading ‘““Women’s 
Salon,” are in the same green. 

The wall of the children’s depart- 
ment is finished in taupe with salmon 
lettering for contrast. Woodwork 
and paneling in the store is pink oak. 

Lowering the ceiling in the build- 
ing to make it more suitable for 
shoe retailing presented a problem 
because it would have necessitated 
changing the entire sprinkler system. 
All lighting is reflected down from 
the ceiling to pull customer atten- 
tion away. The ceiling has been 
painted a mocha brown. 

Chairs in the women’s and chil- 
dren’s sections are covered with yel- 
low and green plastic. The Windsor 
chairs in the men’s department are 
mocha brown. 

Also finished in mocha brown are 
the leading edges of the shelves, 
baseboards and picture frames en- 
closing the pegboard displays. 

The floor is finished in a green and 
tan vinyl tile, flecked with yellow, 
brown and green. 

The shoe firm, originally known as 
E. P. Elitharp, Inc., is now solely 
owned by Charles N. Park, who pur- 
chased a controlling interest in 1951. 
Howard E. Elitharp, son of E. P. 
Elitharp, was secretary of the Park- 
Elitharp Corp. until retiring in 
1959. 
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Biack Glove Leather, 
Fur Cuff, Fleece 
Lined. $6.35 


























and How to Sell It 
(CONTINUED FROM PAGE 42 
Littleway, but what might be more 
aptly termed a cement-lasted lock- 
stitch. In this case, Littleway Lock- 
stitch is more a designation of con- 


venience rather than one of ac- 
curacy. However, many shoes have 
staple-lasted shanks and cement- 
lasted foreparts. This permits using 
a much lighter, flexible insole. 


Selling Features 

The McKay and Littleway proc- 
esses are usually used in medium to 
lower priced footwear. 

One of the primary advantages of 
both processes is economy. Fewer 
steps and less time are usually re- 
quired in the shoemaking process. 
This, of course, translates into retail 
prices with economy appeal. 

Shoes made by these processes are 
of sound construction, which trans- 
lates into good wear performance, 
shape retention and other utility 
values. 

The 
flexible. 

30th processes are quite versatile, 


shoes are lightweight and 


as we've seen. That is, they're 
adaptable to different versions to ar- 
rive at different appearances in the 
shoe. For example, the McKay Welt 
and American Welt with their more 
“rugged” welt-shoe look. 

The visible row of stitching on 
the outsole’s wearing surface in the 
Littleway lockstitch process can be 
converted into a selling point. When 
the thread “breaks” with wear, the 
ends spread and flatten and act like 
a cotter pin. This becomes one of 
the most secure types of sole-fasten- 
ings. 

Summed up, these two processes 
provide economy footwear of durable 
construction, adaptable to styling 
treatments, lightweight and flexible, 
and delivering a high performance 
value. 

However, many shoes have staple- 
lasted shanks and cement-lasted 
foreparts. This permits using a 
much lighter, flexible insole. 


Profile: Park Dowd 
(CONTINUED FROM PAGE 32) 

for further study of 

Subsequently, I trans- 


Michigan 
Japanese. 


ferred from the Army to the Navy 
and Officers Training 
School at Harvard University, 
son Unit. Eventually, I ended up 
in Tokyo as a the 
Navy Supply Corps, assigned to the 
United States Strategic Bombing 
Survey, where I saw, first hand, the 
terrible atomic damage at Hiroshima 
and Nagasaki. I member of 
one of the teams that surveyed that 
devastated area. 


was sent to 


sab- 


Lieutenant in 


Was a 


“All during my time in the Army 
and Navy, I tenaciously held to my 
feeling for shoes. I was extremely 
interested in feet and and 
learned a good deal about the prob- 
lems of foot care and comfort. 

“After the war, I returned to 
Bullock’s and became the buyer for 
the Better Shoe Department in their 
Downtown Store.” 


Meier & Frank 
In 1953, Park Dowd joined the 
Meier & Frank organization, as 
buyer and merchandise manager of 
women’s and children’s and 
accessories fourteen depart- 
ments in all. 


shoes 


shoes 


At some time or another, in most 
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lives, there comes a time of trial and 
tribulation a testing of one’s 
mettle. One can never know how he 
will come through until he has had 
his own experience. Park Dowd had 
his full share, as a result of a freak 
accident while skiing on Baldy 
Mountain in Sun Valley. (He never 
would have mentioned it, but we 
learned the details from an outside 
source.) He deliberately fell in front 
of his daughter, in order to save 
her. At any rate, he broke his thigh. 
It was such an unusual break (the 
entire thigh was split down the 
center) that for a time it looked as 
though he would never walk again. 
He spent eight months in a_ body 
cast, which extended from his arms 
to his toes, his legs separated by a 
three foot After leaving the 
hospital, he set up an office in his 
home and continued to run the Shoe 
and Accessory Divisions, despite the 
cast. 


bar. 


fnother Hobby 
You have to do something to fill 
in the long, almost interminable 
convalescent period,” Park; 
“and I decided to pursue another 
one of my hobbies ... the study of 
women's fashions; the historical 


Says 


background of fashion as well as the 
relationship of fashion in clothes to 
fashion in shoes. I even started to 
write a book on: ‘Motivation 

The Reasons Why Women Buy 
Shoes and Clothes.’ It isn’t often 
that a person has enough time and 
the opportunity to do this type of 
research, and I found it most inter- 
esting.” 

All this while, his position at 
Meier & Frank was moving along. 
On January 1, 1959, he was made 
divisional merchandise manager, not 
only of women’s and children’s shoes 
but of all women’s apparel, as well, 
in the Portland and Salem stores. He 
no longer had the accessories 
had twenty-seven fashion 
partments. 


but 


now de- 


He did a great deal of traveling 
during this time and realized that 
his experience was broadened im- 
measurably by his work in the ready- 
to-wear field. He found that the cor- 
relation of color, in both apparel and 
shoes, was based, to a certain extent, 
on the growing awareness of culture 
in America. He spent many interest- 
ing hours at the Brooklyn Museum 
and the Museum of Modern Art in 


New York in research. “Take the 


influence of Van Gogh and Gauguin, 
as a case in point,” he says. “The 
feeling for color, as reflected in the 
Tahitian landscapes painted in the 
1890's, is part of the fashion colors 
of this fall and winter ’60 season. 
Following along with this theory 
that art will continue to influence 
women’s fashions in the years ahead, 
I predict that Goya and Piet Mon- 
drian will be the ‘spark of artistic 
ignition’ for spring and summer 
1961.” 


Challenge 

Almost overnight, Portland had an 
unprecedented increase in the num- 
ber of outlets selling men’s, women’s 
and children’s shoes ... in the Lloyd 
Shopping Center and Eastport Plaza 
Shopping Center. “This has had a 
marked effect on the competitive 
shoe picture,” says Park, “and will 
prove a tremendous challenge to all 
shoe merchandising in the Portland 
area.” He is convinced of this, 
especially since August 1, 1960, 
when Meier & Frank opened their 
store in Lloyd’s. 
this Park Dowd has 
proved his complete absorption and 


By time, 


(CONTINUED ON PAGE 53) 
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Dunhams 


SLIPPERS 





Dunham's “Camelhair” Slipper for men, boys, and 
children. Handsome multi-colored plaid, smart styling, 
sturdy moulded foam crepe sole. Truly a fantastic 
slipper bargain — only $1.35 per pair (case lot 
price). Write for details. 


Women's 


Women's Dormitory Imported Capeskin 


Men's Everett Men's Opera 
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Would YOU like to be able to 


FIT “SEL 


EVERY 
CUSTOMER 


who opens your door 7 


Style No. 720 — 
Black or Brown 
Retail $15.95 


YOU CAN... 


WITHOUT SPENDING | 


A DIME FOR INVENTORY! 


Simply get and use the spectacularly | 


mpressive DOUBLEWEAR SHOE 
catalog with the largest variety of 
style, size and width combinations in 
the industry . . . and you'll cut down 
drastically in the number of lost 


sales! 


Without investing a dime, you can 
offer the largest “shoe stock" in your 
town . . . fit and sell all comers, 
even the hard-to-fit! Your customers, 
pleased with the fine styling and 
quality and guaranteed fit of their 
Doubleweor shoes, will sfoy your 
customers. 


Style No. 19— 
Black or Brown 
Insulated, Retail 
$18.95. 


DOUBLEWEAR SHOE CO. 
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DOUBLEWEAR SHOE COMPANY 
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Shoeman Sells Jewelry 
... and ups Profits 


IT’S NOT unusual for a shoe retailer to sell findings, 
handbags and gloves but Donald C. Rich, co-owner of 
Flodon’s Shoes, Warwick, R. I., has found a new and 
different money-making line for his shop. 

Five years ago, Mr. Rich stocked a few jewelry items 
—just to satisfy some women customers who want 
jewelry to match the shoe clips he was already selling. 
Today Flodon’s has a $13,000 jewelry inventory that 
turns five to six times a year and produces a 40 per 
cent markup. There is no additional advertising in- 
volved and there are no losses due to damaged or shop- 
worn goods. 

Mr. Rich buys nationally advertised merchandise 
from a Providence jewelry manufacturer. He visits 
the factory and buys goods outright. There are no 
consignment deals. 


Impulse and Gift Sales 

“I find jewelry a good companion item for shoes,” 
says Mr. Rich. “Business comes two ways. Girls and 
women buy, largely on impulse, for themselves or for 
others in the family. They see our display and then 
we suggest matching jewelry when they buy shoes 

“There is also the gift business. We do great. People 
buy for going away parties, birthdays, anniversaries, 
club awards, gift exchanges in women’s clubs, hostess 
gifts and thank you gifts.” 


Mi ore with 
Modern 


MORE SALES 


. with the New ECONOMY Metatarsal! Insole 
Re-designed by MODERN METHODS, this 
metatarsal insole is truly geared for volume sell- 
ing in the economy field 


There's the same quality features: Genuine cow- 
hide construction and backed with resilient 
sponge rubber 

Metatarsal and 

Longitudinal sup- 

ports. And they're 

Self-Adhesive for 

instant correct 

placing. 


Send for FREE SAMPLE Today! 


See Your Local Jobber About The Complete 
Line of Modern Merchandise, the fastest 
moving Orthopedic Line in the Country — 
or write 


ODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 
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Profile: Park Dowd 


(CONTINUED FROM PAGE 51) 


dedication to shoes. We asked him 
about some of his specific merchan- 
dising ideas, that we might pass 
along to our readers and he said: 
“I recall that I helped start the first 
craze for gold shoes in Palm Springs 
many years ago. Right after that, I 
believe I was probably one of the 
first to buy and promote straw shoes. 
I also pioneered the slip-lasted 
process, from a retail point of view. 

“On Meier & Frank's 100th An- 
niversary, I worked with the Na- 
tional Cash Register Company, to 
attempt a super-market approach in 
selling. During a one-week 
period, we set up a system that I 
believe helped expedite the sale of 
more shoes, in less time, than had 
ever been done before. Three check- 
outs were erected on the east end, 
where the details of payment, 
charge and wrapping were taken 
care of. This system relieved the shoe 
salesmen of all these time-consuming 
details and left them free to devote 
their full efforts to fitting and sell- 
ing. An abbreviated sales slip, 
giving the customer's number and 


shoe 


all 


all the necessary sales information, 
was handed to the customer, who 
took the slip and the shoes to the 
checkout stands ... just as in any 
supermarket. It was an outstanding 
success. 


“I have always believed in work- 
ing closely with branded lines and 
when I find a specialized item with- 
in those lines, | promote it hard. I 
feel this builds customer confidence 
and will be the merchandising trend 
of the future. 


The Romance of Shoes 

“Over the years, I have been asked 
to talk about shoes at the University 
of Southern California, U.C.L.A. 
and Oregon State College. I have 
found that people are extremely in- 
terested in the history of shoes; the 
trends of the past and how they 
are interpreted today. The same is 
true when I talk to women’s groups. 
The romance of shoes 
stimulating topic to them. 


is a very 

“I believe that at the present time, 
shoes must be promoted in a way 
that will motivate a customer to 
buy ... Make her feel it is going 


to do something for her, psy- 


chologicaily as well as fashion-wise. 
Along these lines of selling shoes 
with the motivational approach, we 
recently ran a television style pro- 
motion that was most successful. We 
also arranged a contest for design- 
ing shoes, which we found to be a 
most effective way of projecting the 
shoe fashion image across the com- 
munity. The benefits of this kind of 
promotion be real and long- 
lasting. 


can 


“On one of my trips to Europe, I 
picked up some shoes that became 
the start of my historical style col- 
lection. From time to time I have 
added to this collection. They’ve 
proved extremely useful and inter- 
esting. I show them at meetings 
and use them as displays to relate 
the fact that newest styles 
usually derive from fashions of the 
past. For instance, the extremely 
quadruple needle toe shoe that is so 
strong in the fashion picture today 
can easily compared with the 
very pointed, high top shoe of the 
1912 era. In my collection I have 
some interesting originals from 
Paris, which may very well be the 
shoes of the future. 

(CONTINUED ON FOLLOWING PAGE) 
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THIS IS THE 


ORIGINAL 
STRAIGHT LAST SHOE 


Sabel Plumb-Line 
shoes have been 
copied but never du- 
Prescribe 
the original straight 
last shoe by Sabel. 
Also, Outflare, Equino- 
Varus and Surgical 
shoes for children. 
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plicated. 


THE MOST COMPLETE BASIC 
SHOE PROGRAM IN THE 
ORTHOPEDIC FIELD 
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No markdown! No leftovers! Profit never 


4157—The SHERBROOK Tie 
12/8 Suede Covered Heel 


All over block suede. 
Six-eyelet tie. 
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up at the end of season! 
WEALTH LAST 


Braid trim. 

inside counter. 
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Long 


E 4, to 9 


(ode Seer 


MILLER SHOE COMPANY 


Founded by Albert E. Klinkicht 
CINCINNATI 23, OHIO 
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“The shoe industry must do the 
same type of research for their 
future styling, as the other indus- 
tries (electronics, chemicals for ex- 
ample) are doing. They are con- 
stantly experimenting . . . working 
towards preparing the product of 
the future. The shoe industry has a 
wealth of material to work with 
and a good place to start is research- 
ing the footwear styling of the past 
several hundred years. 

“Over the years, I have built up 
a library of books and articles on 
shoes of all nations. This has proved 


EE 


ba 


| 
e 


to be most valuable in working out 
new fashions. 

“I am aé_e strong advocate of 
efficient selling and buying records, 
where the budgets are broken down 
into categories by units, and not in 
dollars. I accumulate these over a 
three to four year period. This en- 
ables me to chart trends and peak 
our categories and promotions to 
the times when consumer demand is 
at its height; and then drop it in 
time to prevent heavy markdowns. I 
am constantly working with re- 
sources to bring new promotional 


GET LOST / 


He won't even look for the shoe. Instead he'll be looking for a 
brand that keeps its shape and fit and comfort. 

If he knew, he’d look for shoes with Farberized Welting . . . 
costs no more than ordinary welting, but resists curling, crack- 


ing . . . and shrinking. 


That’s because Farberizing replaces water soluble tannins, which 
leach away, with a special compound of fats and oils. Farberizing 


wraps each leather fiber in a protective coat. . 


to the useful life of the shoe. 


. adds months 


Farberized Welting gives you more for your money! 


Fa 


NSOLES AND WELTING 


L. Farber Welt 


C, 


ideas into play. 

“The retailer must have style 
diversification something dis- 
tinctive and different, if he hopes to 
step ahead of his competitor.” 

And Park Dowd is doing just 
that! 


For Better Data on 
Production/Consumption 


(CONTINUED FROM PAGE 45) 

a girl wearing a pair of so- 
called “Children’s i 
fitted with a pair of “Misses’ 
shoes,”’ the retailer would get 
the child's age (at last birth- 
day) and note this age on his 
reporting form. No notation 
would be made if the child 
was merély fitted with a 
larger size in the same cate- 
gory. 

Since “familys 
be used, it is 


shoes” is 


‘ 


stores” are to 
assumed that 
each store would, during the 
course of time, service all the 
five possible “graduations” to 
the next higher category, i.e., 
Infants’ and Babies’ to Chil- 
dren's, Children’s to Youths’ 
and Boys’, Children’s to 
Misses’, Youths’ ard Boy’s to 
Men's, Misses’ to Wom- 
en’s. If each participating re- 
tailer given, four 
weeks over which to tabulate 
the ages of children making 
these change-overs, the sur- 
vey should be able to have a 
coverage averaging at 
ten entries in each category, 
especially if the survey were 
made during a period of nor- 
mally heavy sales such as the 
pre-Easter period. This would 
make a total of 300 to 400 
samples for each change-over. 
While this is a relatively small 
sample it is believed to be ade- 
quate for the purpose of this 
survey. 

The reports from the partici- 
pating retailers should be 
mailed to the sponsoring 
agency where the results 
could be translated into the 
desired market-size for 
each of the six categories. As 
a preliminary to this, popula- 
tion estimates by one year in- 
tervals would have to be pre- 
pared. Close approximations 
are not difficult to arrive at. 


and 


were say, 


least 


data 
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Retail Trade Report 





Indian Summer Curbs 


Business in Detroit 


DETROIT—The weather contin- 
ues to be a primary factor influenc- 
ing retail shoe sales here. A long 
spell of unusually warm sunny 
weather, lasting past the middle of 
October, saw retail sales of fall 
clothing in an Indian summer lull. 

The majority of shoe stores re- 
ported total sales about equal to 
the same period last year. A few 
retailers in various sections of the 
greater metropolitan area showed 
small percentage gains but only one 
or two reported any sizable gain in 
volume. 


Black Calf Reigns 
en's dress shoe 
pumps remain the leaders. 
The new shades and the 
muted browns are close contenders 


In the wom- 
lines, black calf 
sales 


taupe 


for second place. And there is con- 
siderable activity in two-tone pat- 
terns, particularly the black and 
coffee combination. Lustre calf- 
skins are proving exceptionally 
good in the gray and taupe neu- 
trals. 

As for styles and patterns, re- 
tailers finding the double 
triple needle toe combined with the 
18/8 to 23.8 heel is by far the best 
seller. 


are or 


Many shoe buyers are an- 
ticipating a steady increase in the 
demand for pumps in soft, unlined 
leather on a mid-hi stacked leather 
Leel—a style that is just beginning 
to “catch on” with the fashion-con- 
scious women in the Detroit area. 


Tennis Shoes Prevail—The warm 
weather doldrums have had con- 
siderable effect on the sales of chil- 
dren's shoes, too. Both during and 
after the back-to-school rush, a 
large percentage of the youngsters 
picked tennis shoes for everyday 
wear. And, quite naturally, they’re 
sticking with tennis shoes till 
colder weather forces them into 
warmer, more weatherproof foot- 
wear. To date there has been little 
activity in the sale of either rain 
boots or snow boots. 

The most notable trend in sales 
of men’s dress shoes has been the 
popularity of the new neutral color 
often referred to as “ripe olive.” 
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St. Louis Sales Hopes Fade 


ST. LOUIS — Shoe stores here 
keep right on chalking up one aver- 
age day after another. Expectations 
of bettering October 1959 figures 
by substantial margins faded even 
before the middle of the month. 
Most dealers are running about even 
with last year. A few leased depart- 
ments, chain stores and juvenile 
specialists report gains of approxi- 
mately 5 per cent. 

Buyers, owners and managers 
seem undaunted by the sluggish 
sales pace. They point to hot October 
weather, election year uncertainties 
and family curtailment or postpone- 
ment of all but the most necessary 
purchases. 


Suburbs Do Better—County out- 
lets are busier than downtown de- 
partments, in spite of downtown’s 
storewide “bargain days.’”’ Suburban 
units report that their daily figures 
have been upped by good demand 
for special-use or special-occasion 
footwear. Children’s TV _ slippers, 
girls’ ballet shoes, high school boys’ 
heavy-duty basketball hi-tops and 
ice skates of all ages are moving 
well here where featured. 

Men's insulated hunting 
rubber and leather, are just getting 
into their stride. 


boots, 


Saddle Oxfords Sell—All stores 
considered, the best-selling children’s 
patterns are boys’ brown oxfords 
with scuff-resistant toe and heel; 
little girls’ black nylon velvet saddles 
and patch saddles with white trim; 
pre-schoolers’ black and white saddle 
oxfords with white rubber soles; 
pre-teen boys’ smooth black strollers; 
and pre-teen girls’ brushed pig ties 
in camel, black or red. 

Women are buying double needle, 
closed 23/8 pumps in black calf over 
all browns combined; mid-brown 
18/8 pumps with gold-toned buckle 
and other tailored trims; black calf, 
8/8 wedge, cushioned walkers; 
tapered-toe, russet brown grained 
leather ties on 8/8 stacked heels; 
and matrons’ single needle black 
suede pumps with a thickish 17/8 
heel and dressy fabric trims. 


Men Buy Replacements — St. 
Louis men are picking up replace- 
ment pairs only and not really add- 
ing to their shoe wardrobes. Favored 
types are black smooth dressy ties 
with a tapered toe and inverted 
seam detailing; black or burnished 
olive grained slipons featuring a 
handsewn moccasin toe; and heavy- 
soled russet brown brogues with 
both straight and wing tips. 


Sales Turn Upward in Los Angeles Stores 


LOS ANGELES — School and 
party purchases by teensters... par- 
ents buying for the coming holiday 
season cooler weather which 
makes it feel like fall. All these 
factors have contributed to a definite 
upturn at the retail level. It’s not a 
buying boom by any means, but a 
lot more boxes are being wrapped 
than was the case in the summer. 

Fall collections are being shown 
regularly and the dominant shoe is 
the pump in every conceivable styl- 
ing. Thin strapped, open-backed 
shoes; combinations of patent and a 
new Italian material made from raf- 
fia and cotton; perfed spectators; 
alligators and various textures crowd 
the scene. Cutout sides are seen in 
quite a few lines. 

There is a trend toward wearing 


light-colored shoes with dark fall 
costumes, and a hot seller is a shade 
called gardenia which is pretty close 
to last year’s bone and is pushing the 
latter out of the picture. 

Heels are attracting a lot of the 
customer’s attention. They are being 
bought high, slim, short, stacked and 
undercut. Very hot is the just-less- 
than-medium height, cut on a slim 
taper to give the visual effect of a 
high heel but actually as low as for 
an orthopedic shoe. 

High school boys are getting very 
demanding and style-conscious. Some 
retailers say the industry is making 
a mistake here—they feel that if 
more fashions for young men were 
available, this group might be in- 
duced to buy the same volume of 
shoes that young girls buy. 
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Evening Fashions Move in Houston 


HOUSTON — In tune with the 
forthcoming symphony-opera-theater 
season, fashion retailers have beat 
out their own rhythms with such 
shoe-stopping ad captions as: “Sym- 
phony Silks, Curtain Call Pumps, 
Footlights Aglow.” 

The ads have pulled and have 
created a run on evening and cock- 
tail footwear. Leading sales in this 
category have been the unusual 
rather than the “safe,” simply trim- 
med shoes. 

At Sakowitz, for example, the 
shoe reported hottest is a tapestry 
pump with extreme point. This shoe 
has been reordered and according to 
the buyer, it’s one of the few shoes 
that has. At the same store a few 
slings and a vinylite shoe have been 
advertised. But since there’s still 
little interest in open shoes, results 
have been nil. 

Leopard Promotion—More of the 
unusual is selling at The Smart 
Shop, where one of the biggest pro- 


motions has been leopard at $35 a 
pair. A bronze brocade has been 
another important seller. 

Among the sure winners at Battel- 
stein’s is a pump which has been 
popular for several seasons. It sports 
a front flap which may be folded 
down for street wear or easily 
flipped up to reveal rhinestone orna- 
mentation for after-five occasions. 


Strength in Color—Another trend 
noted here is the tremendous impor- 
tance of color. Royal blue, reds, 
green and purple have all been good 

though not necessarily in all 
stores, nor in the same proportion. 

The children’s shoe picture con- 
tinues to be good, with most 
tailers reporting increases over last 
year. Black nylon velvet and the 
hobo patch oxford are still the best 
sellers. 

The men’s shoe stores are running 
about the same with shades of 
brown in either tie or loafer styles 
selling better than usual. 


re- 


Chicago Women Move Toward Mid-Heels 


CHICAGO—Retailers here report 
two new trends. High-style custom- 


ers are groping for a new heel 
height, and there is heavier pur- 
chasing of imaginative, vivid colors 
that match the new shades in wo- 
men’s fall and winter apparel. 

Heel heights are heading toward 
the mid-heel areas in the vicinity of 
18/8. This move is especially no- 
ticeable in the currently popular 
stacked heels. 

The basic black suede pump is 
still high in favor, but it is appear- 
ing increasingly more with trims 
such as lustre calf and clear vinyl 
fabrics. 


Brighter Colors—Women are se- 
lecting shoe shadings that drama- 
tize their fall wardrobes. Gold kid, 
chili, grape, bronze lustres, smoke- 
stone and cedar browns are some 
of the sought-after colors. Pre- 
ferred textures run from slick to 
smooth in black silk, dyeable fab- 
rics, brocade with rose ornaments, 
tobacco plush pig, beetroot and sea- 
weed suedes. 

Some big stores, after a period of 
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caution, are now convinced that the 
sleek, tapered toe has proved itself. 
Consequently, there has been heavy 
reordering of this style. There has 
been a surge in wedgie casuals. 


Higher Throats, Tongues—Many 
men too are selecting shoes with 
an eye on their wardrobes. Shoes 
with higher throats and tongues 
are being chosen for their harmoni- 
ous line with current shorter, nar- 
rower, cuffless trousers. A popular 
casual at Lytton’s is a side-stitched 
slipon with a high tongue selling 
at $10.95. In work shoes, glove elk 
is now the best-selling material. 

Black nylon velvet is enjoying a 
very lively demand among buyers 
of subteen girls’ shoes. One inde- 
pendent called this demand “fan- 
tastic!” But some retailers have 
been troubled by customers’ com- 
plaints of torn linings in these ny- 
lons caused by too much looseness 
in the lining construction. Other 
good sellers in girls’ shoes are com- 
bination saddle oxfords, black calf 
with white eyelets, tan pigskin and 
patent pumps with single straps. 


Nylon Velvet V iewed 
As Good Bet in Capital 


WASHINGTON, D. C.—The con- 
tinuation of unusually hot weather 
through much of October brought 
shoe sales to a virtual halt here. 
Retailers of men’s, women’s and 
children’s shoes all reported no spe- 
cial activity. Most felt hot weather 
had ended sales of back-to-school 
merchandise. Retailers had origi- 
nally hoped such sales would re- 
main strong through October. 

Youngsters’ dress shoes have not 
yet moved in volume, again because 
of unseasonable weather. For girls, 
nylon velvet is still expected to be 
the leader. While initial back-to- 
school sales of patch saddles were 
about evenly divided between nylon 
velvet and leather, nylon velvet 
came up much stronger in the end. 
With this as a base, retailers are 
relying on nylon velvet for dress. 
Some sources say velvets will out- 
sell patents about 10 to 1. 


Oxfords for Boys—Previous re- 
ports indicated strength for slipons 
for boys. At present, however, black 
oxfords are back on top. A contin- 
ued growth is anticipated for slip- 
ons, especially in spring merchan- 
cise. 

slack olive remains most-talked- 
about for men, in lightweight slip- 
ons. It has been well accepted in 
this area and if present men’s wear 
trends continue, retailers will look 
to this shade for strong spring 
sales. 

Green Strong for Women—Green 
is coming up strong in women’s 
shoes. With the warm weather, wo- 
men’s sales got off to a late start, 
and reports indicated only 
minor sales for green and brown. 
Now green is said to be the out- 
standing color this season, and is 
expected to continue strong. 

For holiday selling, most retail- 
ers lean toward silver, gold, gold 
combinations and some lustres, in 
pumps. Straps are out although at 
least one retailer reports expected 
popularity for an open back, closed 
toe. 

Washington retailers echo those 
m other areas on spring shoes for 
women: bone tones, with news in 
shades and combinations. Patents 
are expected to produce good vol- 
ume here, too. 


early 
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Southeast Retailers Call 
Brown Upturn ‘Seasonal’ 


ATLANTA —In the Southeast, 
reports from retailers in South 
Carolina, Georgia and Alabama show 
the brown tones taking a turn for 
the better. But retailers the 
upturn is more or less seasonal and 
they’re a bit conservative in pre- 
dicting the continued popularity of 
the browns in the South. 

In spite of the continued warm 
the stores contacted re- 
ported business better in October 
than during September, a month 
which was disappointing to some. 

Women’s shoes, especially in the 
popular price lines, are moving in 
sizable numbers. A break in the 
weather ig, nevertheless, needed to 
get the women out of summer attire. 

The No. 1 seller is black, both calf 
and suede. The latter is showing a 
turn for the better. Some greens are 
still attracting attention. 

Stacked heels are still very good 
in walking-heel sizes. 

In little-heel pumps, some stores 
are pushing navy suede and brown 
calf. 


say 
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N. Y. Eyes End-of-Year Increases 


NEW YORK—Indian summer in 
mid-October may have been ideal 
weather for outdoor activities but 
it was hardly an inducement to go 
out and buy fall shoes. In spite of 
the weather, the uneasiness about 
world conditions, the presidential 
campaign and an erratic stock mar- 
ket, however, stores report they 
are holding their own. 

Local retailers didn’t chalk up 
exciting gains for October, but in 
the majority of cases they did man- 
age to pull slightly ahead of the 
same period a year ago. Now their 
sights are on the balance of 
the year. With good business dur- 
ing the next seven weeks, they hope 
to register gains ranging from 5 to 
20 per cent. 


set 


Evening Slippers Sell—With the 
gala season well under way, there 
has been good business in evening 
slippers, in every kind of material 
and in every shade and color. Del- 
man’s set an exciting pace with its 
new collection of evening shoes. 

Lord & Taylor illustrated seven 


Julianelli shoes “lavish with bril- 
liants, with opulent embroidery, 
alight with the stripling decolletage 
of silk satin.” 

Andrew Geller put the emphasis 
on the “short heel fashion. We 
pleat the front of a new dress shirt 
pump of black crepe. Busiest late- 
dater about town, on the demi- 
stiletto heel.” 

“The stroke of art... the shoe 
designed by Palter De Liso” was 
the emphasis that Jay Thorpe put 
on two detailed pumps with “an 
inventive fillip of detail, a line aris- 
tocratically narrow, an extreme 
pointed unexpectedly 
soignee.” 
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Restrained Optimism — The gen- 
eral feeling is one of “cautious op- 
timism.”’ Merchants have continued 
to promote and advertise their 
men’s, women’s and children’s shoes 
consistently. The majority of the 
promotions have been on the wo- 
men’s shoes, but there has been a 
fair share of men’s and children’s 
shoe linage as well. 
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Willow Soft... 


”” DEERELK 


by lyliieale 


TRADE MARK 


Leather perfect for Men’s and 
Women’s lined and unlined 
casuals . . . DEERELK for 
shoes showing the natural un- 
finished look. 

A pussy-willow soft tannage 
of genuine, selected top-grain 
cowhide . . . grease, soil and 
stain-resistant, too. 


Send for swatches and prices 


Flynn & Sons, Inc. 


NIASSACHLSETTS 


* A new member of FLYNNTAN's family of fine leathers. 
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Guild Stresses Spring Colors 


NEW YORK — The Designers 
Shoe Guild’s showing of spring col- 
lections followed the Miami Beach 
Show by only three weeks, and as 
a result it may have suffered some- 
what in attendance. The Guild 
showing also came just one week 
prior to the National Shoe Fair. 

Guild houses, however, reported 
plenty of activity. And there was 
news in color. 

“This spring will be a season of 
color,” said one member. “It is no 
longer just black patent, bone and 
white. Some factories, nevertheless, 
have been doing exceedingly well 
with these basics and all reported 
some business in them. 


Colors in Patent—Patent leather, 
traditionally black, brought some 
business in brown, and one Guild 
manufacturer was offering his own 
special turquoise color in patent. 
Black patent leather combined with 
other colors, especially white, and 
black patent combined with other 
black leathers were also sold. 

Providing another means of add- 
ing a contrast were white linings 
with black patent upper. 
used to trim some black 
shoes. 


Jet was 
patent 


Off-Whites Popular—Bone, in its 
original slightly yellow tonality, 
and other off-white tones with a 
slightly grayed look were popular. 
Individual manufacturers reported 
business in the following colors: 
morning glory blue, coffee cream, 
spring brown, small quantities of 
mauve and violet; geranium and 
spindrift in the greens; a hot pink 
and an orange specially dyed for 
one Guild member; a beigey green, 
specially dyed, and a nude, 
this last a tanner’s special color 
dyed to tie in with a best-selling 
fashion shade in hosiery. 


also 


One Guild member did especially 
well with striking combinations 
such as strawberry red with pink 
and yellow with orange. 


Some “Pointier” Lasts — Daring 
new ideas were confined chiefly to 
colors. The very long, sharply 
tapered toe was still the best seller, 
and some of the Guild’s high-style 
manufacturers had added even 
“pointier” “Longer and flat- 
ter” manufacturer's 
scription of his new last. Another 
manufacturer reported practically 
no interest in his new 
blunted toe. 


lasts. 
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Volume Buyers to Make Key Purchases Later 


NEW YORK—Most shoe buyers 
who represent leading volume chains 
and department stores plan to make 
their important buys of spring foot- 
wear during the latter part of No- 
vember or early December. Officials 
of the Popular Price Shoe Show say 
this was the finding in a survey of 
volume shoe buying sources. 

According to the report, many 
buyers and merchandise managers 
contacted planned to make their final 
decisions on spring lines during late 
October and November, and to detail 
sizes and colors at the PPSSA. The 
show is set for Nov. 27-Dec. 1. 


Wait-and-See Policy — Edward 
Atkins and Maxwell Field, co-mana- 
gers of PPSSA, said most volume 
buyers have followed a wait-and-see 
policy because of “a desire to clarify 
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new style trends and further reduce 
current retail inventories to improve 
their open-to-buy positions.” 


Cite “Uncertainties”—Mr. Atkins 
and Mr. Field cited the “disappoint- 
ing sales pace of the past summer 
together with uncertainties arising 
from an election year and the inter- 
national situation” as contributing 
factors in the cautious attitude of 
many buyers. 

The two officials said PPSSA is 
“timed to coincide with the peak pre- 
season buying period for volume 
distributors. More than 90 per cent 
of the nation’s volume shoe market 
will be represented.” 

Advance reservations for exhibit 
space at the New Yorker and Shera- 
ton-Atlantic Hotels have reportedly 
been running ahead of last year. 


Boston Show to Draw 
160 Brand Producers 


BOSTON—One hundred and sixty 
manufacturers of branded lines will 
exhibit spring and summer styles on 
seven floors of the Parker House 
during the Spring Shoe Show spon- 
sored by the Boston Shoe Travelers’ 
Assn. The show opens Sunday, Nov. 
13, and closes Wednesday, Nov. 16. 

Retailers planning to attend are 
requested to register in the Boston 
Room on the first floor. In that room 
will be shown a few of the best num- 
bers of each line on display in the 
sample rooms. There too, refresh- 
ments will be served. 

On Nov. 16 at the Parker House, 
members of the travelers’ associa- 
tion will act as hosts at their annual 
luncheon meeting, always a feature 
of the spring show. 

President of the group is Howard 
Harrison. 


Pittsburgh Spring Show 
Will Feature 150 Lines 

PITTSBURGH 
fifty footwear lines will be exhibited 
during the Pennsylvania Shoe Trav- 
elers’ Assn.’s spring showing Nov. 
12-16 at Hotel Penn-Sheraton and 
the Cariton House. 


One hundred and 


Joseph Harris, executive secre- 
tary-treasurer of the Travelers, said 
officers will be elected for 1961 and 
a dinner will held for member 
salesmen, Saturday evening, Nov. 12. 
Frederick Bloom, vice-president of 
The 210 Associates, will speak. 

On Tuesday evening, Nov. 15, a 
dinner-dance and stage show will be 
held for 500 guests in the Penn- 
Sheraton ballroom. 


be 


100 Lines Due at Columbus 

COLUMBUS, O.—More than 100 
spring lines will be displayed here 
during the Ohio Shoe Travelers 
Ciub’s Nov. 13-15 show in the Desh- 
ler Hilton Hotel. The Columbus 
shows normally attract 400 
merchants and buyers from Ohio, In- 
diana, Kentucky, West Virginia and 
Pennsylvania 

A. T. Maniace 1s general chairman 
of the show. 


some 
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Retail Merchandising 





Gleason Sees Chance 
For Spring Increases 


NEW YORK—An all-out effort in 
merchandising style next spring, 
coupled with steady prices, should 
enable the industry to equal and 
possibly better its production and 
sales records of the past two spring 
seasons. 

That’s the belief of Francis H. 
Gleason, president of J. F. McEIl- 
wain Co., Nashua, N. H., and presi- 
dent of the New England Shoe and 
Leather Assn. His statement was 
issued on behalf of the Popular 
Price Shoe Show of America (Nov. 
27-Dec. 1 in the New Yorker and 
Sheraton-Atlantic Hotels), which 
NESLA co-sponsors. 


Holding the Line—Said Mr. Glea- 
“Manufacturers of popular 
price shoes in the men’s, women’s 
and children’s fields expect to hold 
the line on spring prices, although 
quality will be improved and new 
styling effects added. This should 
prove an important factor in stimu- 
lating consumer demand for the 
new styles to be introduced.” 

Mr. Gleason cited slightly lower 
leather prices as a principal reason 
for the present price stability in the 
face of increased operating costs. 


son, 


Clear Shelves—<Active selling of 
back-to-school and early fall foot- 
wear has helped clear retailers’ 
shelves of inventories, 
Mr. Gleason said. As a result, he 
claimed, volume buyers at the 
PPSSA should be in an excellent 
open-to-buy position. 

The PPSSA co-chairman said the 
recent pickup in fall retail business 
has been reflected in the rate of 
fill-in orders arriving at the fac- 
tories. 

“In all probability the pattern of 
a steadily increasing sales pace 
which occurred in late 1959 will be 
repeated in the remaining months 
of this year. This should provide a 
favorable atmosphere for future 
spring orders.” 

Mr. Gleason predicted that 1960 
production will total between 600 
and 610 million pairs. But he said 
sales should exceed the rate of out- 
put. 


excessive 


November |, 1960 


Boston Distribution Conference Told: 


The Discounter Won’t Conquer 


A Michigan State University pro- 
fessor said the discount store 
won't put the full-price retailer 
out of business. But it can teach 
him a lesson in selling. 


BOSTON — Full-price retailers 
are not going to be put out of busi- 
ness by discount stores. So said 
Stanley C. Hollander, Michigan 
State University professor of busi- 
administration. He intimated, 
however, that many of the former 
group might find it profitable to pay 
less attention to store atmosphere 
and more to “pricing and simple effi- 
ciency of service.” 


“Both Have Survived”—Speaking 
before more than 1,000 business 
leaders attending the Boston Con- 
ference on Distribution here Oct. 
17-18, Mr. Hollander traced the rise 
of the discount house as a competi- 
tive force. He concluded that “the 
mere fact that both retailing groups 
have survived for so long suggests 
that neither is going to eliminate 
the other. This is a very large 
country with a vast and, in many 
ways, highly segmented market ca- 
rable of absorbing many different 
bundles of retail service and non- 
service.” 


ness 


Role of the Store? — “Neverthe- 
less,” Mr. Hollander warned, “the 
discount stores raise a basic ques- 
tion for all department stores. The 
department store industry has al- 
ways been enamored of the idea 
that a store is a place where women 
go for the fun and pleasure of shop- 
ping. But most discount retailers 
have treated stores as places where 
people go to pick up the things they 
want as quickly, as efficiently and 
as economically as possible. One 
view treats shopping as an end in 
itself; the other simply considers 
it as a means to an end.” 

Holders of the former view, Mr. 
Hollander said, “have concentrated 
on amenities for leisurely shopping 
excursions. They have emphasized 
services, atmosphere, promotion 
and all of the factors that contrib- 


ute prestige to their labels. It has 
been an ideal approach for some top 
stores. But other retailers might 
well look at the discounter’s ap- 
proach. If the retailer’s true 
raison d’etre is as a supplier of 
merchandise rather than as an en- 
tertainer, then primary emphasis 
should be on merchandising, pric- 
ing and efficiency of service.” 


Price Problems — Pointing out 
that the discount method of oper- 
ating weakened retail price 
niaintenance, Mr. Hollander noted 
that even “discount now 
complain that supermarket opera- 
tors are ‘upsetting the price struc- 
ture’.”’ 

The case for the latter group was 
presented by Thomas C. Butler, 
president of the Grand Union Co. 
Non-food items, he said, have been 
added to supermarket lines at an 
accelerating rate since the 1930s. 

“From 1950, when. non-foods rep- 
resented $200 million in supermar- 
ket sales, the figure rose to $2 bil- 
lion in 1959. Non-food sales now 
stand at approximately 5 per cent 
of total supermarket sales.” 


has 
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Reversing the Trend—But it is 
not all a bed of roses for super- 
markets, Mr. Butler pointed out, 
since “marketing foods and general 
merchandise together has by no 
means been confined to the super- 
market operator. Often it has been 
the non-food merchant who has 
added a food line to his inventory 
to attract business. Many large de- 
partment stores now have bona fide 
grocery departments. 

“More recently, the 
larger discount chains, both those 
specializing in hard and in soft 
goods, have opened supermarket- 
sized food departments. 

“Supermarket operators, like 
everyone else, have been caught in 
a rising spiral of the cost of doing 
business. .. . Today’s well-run non- 
foods department can operate at 
substantially higher gross margins 
than can be generated in the food 
departments.” 
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Retailers Say °60 Profits 


Don’t Keep Pace with Sales 


NEW YORK—Retailing is on the 
way to another sales record this 
year, but obtaining a profit on this 
high volume will be more difficult. 
That was the finding of Gordon 
Dakins, executive vice-president and 
treasurer of the National Retail 
Merchants Assn., in a survey of 
member stores. 

Replying were 367 chief execu- 
tives of department, specialty and 
general merchandise stores. They 
represent a sales volume of almost 
$9.5 billion a year. 

About three-fourths of those who 
replied predicted that second-half 
sales would be above those of 1959. 
The median gain was estimated at 
4 per cent. Twenty-one per cent ex- 
pected second-half sales to be even 
with last year’s, and 7 per cent fore- 
saw a decline. 

In regard to profits, fewer than 
half of the retailers (46 per cent) 
predicted an increase in the second 
half, in comparison with last year. 
Seventeen per cent said they ex- 
pected a decline. 

Only 42 per cent anticipated in- 
creased profits for 1960 as a whole. 


‘Should Shoe Salesman Go 


To College?’ Students Ask 


CHICAGO—Is a college education 
an advantage in shoe selling? 

Ted Chapman, assistant manzger 
of Chandler’s Michigan Avenue store 
in downtown Chicago, was asked that 
question by a group of 30 high school 
editors at a “Careers in Retailing” 
press conference held at the local 
Board of Education. His answer: 

“Yes, but I wouldn’t say a college 
education is conclusive. I’d say that 
the salesman who is not college- 
trained who puts in $90 worth of ef- 
fort for $80 pay has the edge over 
the college man who just puts in $80 
worth of effort for $80 pay.” 

The girl editors in the group were 
concerned more with style trends 
such as “Will the pointed toe last?” 

“I believe so,” Mr. Chapman said, 
“so far as we in the business can 

Mr. Chapman was picked by the 
Illinois Retail Merchants Assn. to 
attend the conference, which sought 
to encourage high school pupils to 
foliow retail careers. 
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e About Shoe People 


COVER SUBJECT: Henry H. 
Rand, president of International 
Shoe Co., St. Louis, is pictured on 
the cover of a recent issue of Fi- 
nance, a monthly magazine pub- 
lished in Chicago. A comprehen- 
sive feature article discusses Mr. 
Rand and the ISCO management; 
the company’s history, its financial 
operations and its place in the in- 
dustry; its recent developments and 
its plans for growth. 
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ABOVE THE BORDER: Regi- 
nald James Nichols, new president 
of the Canadian Shoe Retailers’ 


LOUIS DesLAURIERS R. J. NICHOLS 


Assn., is a partner (since 1937) in 
the Sydney, Nova Scotia, firm of 
F. W. Bishop & Co. He entered the 
shoe business in 1922.... The new 
chairman of the Shoe and Leather 
Council of Canada, Louis DesLaur- 
iers, is president of Louis Des- 
Lauriers, Ltee., and genera] man- 
ager of Giroux & DesLauriers, 
Ltee., Montreal. 
. . + 

GOLDEN ANNIVERSARY: Rob- 
ert Scissors, president of Fashion 
Thimble Shoe Co., and Mrs. Scis- 
sors celebrated their 50th wedding 
anniversary at a family dinner Oct. 
29 in St. Louis. Mr. Scissors, whose 
home is in Clayton, Mo., operates 
shoe stores and leased departments 
throughout the country. 
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ORIENTAL IMPRESSIONS: Dur- 
ing a three-week vacation in the 
Far East, Dorothea B. Warren, ex- 
ecutive vice-president of Shoes As- 
sociated, Inc., took a close look at 
Japanese shoes, said she found them 
very crude in workmanship—even 
those that are called handmade. The 
fashions, she said, are copied: 
triple needles from 26/8 to flats; 
lots of colors with the browns most 


popular. The price: about $12. But 
Mrs. Warren found the courtesy 
and cleanliness of the Japanese, 
and their modern department stores, 
quite impressive. Hong Kong ap- 
peared as a wonderland of shops 
selling beautiful fabrics and the 
most fabulous jewels Mrs. Warren 
had ever seen. 
o * 

OFF TO EUROPE: Mr. and Mrs. 
Flory Mendicino, co-owners of 
Flory’s shoe stores in Cheyenne and 
Laramie, Wyo., are spending a year 
in Italy. In their absence S. J. Men- 
dicino, a brother of Flory, is in 
charge of the business. 

7 a . 

HERE AND THERE: Raymond 
A. Mills, senior vice-president of 
Endicott Johnson Corp., traveled 
19,400 miles by air in the first six 
months of this year alone... Mrs. 
Ruth Whatley, secretary of the 
Southeastern Shoe was 
hospitalized recently with a virus 
ailment. ... Rube Sarver, manager 
of a Leed's store in the Bay Fair 
Shopping Center, San _ Leandro, 
Calif., has been honored on the com- 
pletion of 25 years’ service. 

o . 7” 

ON FASHION 
BOARD: The new- 
est addition to the 
Shoe Fashion 
Soard of St. Louis 
is Mrs. Joan Stoy- 
anoff, designer- 
stylist for Sam- 
uels Shoe Co. of 
St. Louis. She fills 
the vacancy creat- 
ed when Mrs, Ruth 
Klump resigned 
from Valley Shoe Corp. last year. 

. . . 


In Allied Fields... 

A NEW KIND OF TROPHY: For 
years, Virginia Oak Tannery, Inc., 
has presented a silver cup for the 
best entry in the annual parade of 
the Page Valley Agricultural and 
Industrial Fair, in the tannery’s 
hometown of Luray, Va. This year, 
Stephen J. Blaut, Votan’s vice-pres- 
ident, wanted to offer something 
different—and more akin to the 
leather industry. His choice: a pair 
of Texas longhorns joined with a 
tooled leather band and mounted on 
a plaque. 


Travelers, 


JOAN STOYANOFF 
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eWhat’s New 
Ribbed Soling Innovation 


New women's casuals by Sbicca of California, 

El Monte, feature bantam-rib Ripple Soles. 

These soles, a new development, are said to 

be 20 per cent lighter and more versatile 

than their predecessors. The shoes are being 
made in current shades. 





Riveter Attaches Tacks, 
Buttons to Plastic Boots 


A SQUEEZE for 
attaching tacks, washers and plastic 


riveter tooled 
buttons to plastic boots has been 
introduced by Aidlin Automation, 
Inc., 1613 E. New York Ave., Brook- 


lyn. Tacks and buttons are hopper- 
fed and a viny] washer is die-cut 
automatically as the machine at- 
taches these parts to the boot. 

The pneumatically-operated unit 
provides a gentle squeeze action, 
the company says, which permits 
greater, more uniform production 
with fewer quality rejects. 

Similar units available to 
hopper-feed and set ornamental but- 
rivets 


are 


tons and into and 


leather. 


plastic 





Italian Styling in Soles 


"Turino” sole for women's shoes, developed 

by Americon Biltrite Rubber Co., Chelsea, 

Mass., reflects Italian styling influence. The 

sole, with a series of staggered V-shaped 

ribs, may be used with long or short crepe 

wedges ond cemented directly to the upper. 
Sizes 4-10 in four colors. 


New Plastic Packaging 
For Esquire Polish Line 

ESQUIRE is calling a new dis- 
penser in which several of its most 
popular shoe polishes are now avail- 
able, “Magic Flo.” In addition to 
glamorizing what will now be a 49¢ 
polish line, the streamlined, non- 
breakable plastic containers guaran- 
tee against spilling, squirting or 
soiling. 

A special automatic metering 
valve allows just enough flow to a 
special ball applicator to polish the 
shoe. Incorporated in the no-odor 
line are four Esquire best sellers in 
the 15 most popular shades. These 
are Lano-Wax, Scuff-Kote, Lanol- 
White and Boot Cream. The last has 
its own special styling in a cylindri- 
cal kit. 

Collectively designated 
“Touch of Magic” line, the new 
polishes will be given substantial 
print advertising and will be fea- 
tured on network CBS shows, “The 
Witness” and “Face the Nation.” 
TV and radio spots are also planned. 
Special merchandiser racks are 
available to retailers in single or 
locking double-tier design. 


as the 





what's the price of 
customers these days? 


eal 

HLL 
Ever consider the cost of a new 
customer? The time, effort, ex- 
pense of luring him into your store. 
Transient shoppers, with no loyalty 
make the 
average cost out of proportion to 
the sale. 


for any one retailer, 


Repeat customers lower the 
cost and mean 
greater profits. The aston- 
ishing increase in Foot-So- 
Port sales is based on “re- 
peat” business. We like these 
You will too... 


average 


customers. 
for years. 


“The only shoe of its kind in America” 


FOOT-SO-PORT SHOE CO. oconomowoc, Wis. 
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FOOT-so-PORT 


| 
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| 


$012 
TAN LUXOR CALF 


Munrebeck 


SHOES 


WRITE FOR 
COMPLETE CATALOG 





ADDED PROFIT 
CUSTOMER SATISFACTION 


... WHEN YOU SELL SCOTT'S 


SPUN FOAM 
INSOLES 


Durable composition topping over 
quality foam rubber, perforated to 
allow free passage of air, designed 
to act like a shock absorber. Thou- 
sands of tiny air chambers act with 
every movement of the foot, to give 
comfort and clean, cool walking. 
Designed to eliminate irritations of 
wrinkling or tearing. Easily cleaned. 
Get the maximum comfort by using 
Scott Spun Foam Insoles. 


Packaged for Peg-Board Display 
Counter Cases also available 
STOCK NO. 702 


Ladies 3-10 Men's 6-13 
$4.60 Dz. Prs. $52.45 Gro. Prs. 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 





e Deaths 
Benjamin Goldsmith, 57, 


A Manufacturer 30 Years 
BAYSIDE, N. Y. — Benjamin 
Goldsmith, 57, a well known shoe 
manufacturer for over 30 years, died 
recently of a heart attack after being 
hospitalized for pneumonia. He had 
~ eps suffered a_ stroke 
two years ago. 
Within the past 
year he had reor- 
ganized his  fac- 
tory, the De Marco 
Shoe Co., under the 
name of Ben Gold- 
smith’s Sons, Inc. 
His son, Murray, 
was made presi- 
dent, and Leonard 
BENJ. GOLDSMITH is secretary - trea- 
surer. Both sons covered territories 
while their father remained at the 
Brooklyn factory meeting customers. 
The shoes continued to be made 
under the name of Mackey-Starr, a 
name with which Ben Goldsmith had 
been associated for over 30 years in 
the original Mackey-Starr factory. 
Serving as secretary-treasurer at 
the time when the latter firm was 
dissolved, he then took over the now 
defunct Riviera Shoes, Inc. After 
four or five years there, he took over 
the De Marco Shoe Co. 


Memorial Service Held 


For 12 Air Crash Victims 


PHILADELPHIA — More than 
500 persons from all segments of the 
shoe and leather industry attended 
a memorial service held by the 
Philadelphia Shoe Associates, a 
wholesale organization, in tribute to 
the 12 shoe industry people killed in 
a Boston Harbor plane crash Oct. 4. 
The service took place in the Arch 
Street Friends Meeting House, in 
the heart of this city’s wholesale 
shoe district. All the wholesalers 
closed their doors for an hour dur- 
ing the service. 

In addition to the 11 shoemen, and 
the wife of one of them, who died in 
the crash, two executives of the 
American Safety Table Co., Reading, 
Pa., were among the victims. Henry 
P. King, secretary, was killed in the 
crash, and Justin J. Baumann, trea- 
surer, died in a hospital three days 


62 


joining Bata, 


later. Mr. Baumann became the 62nd 
fatality. 

The two men were returning from 
a sales conference of sewing ma- 
chine executives in Boston. 


HENRY S. MARLOR, SR., 70, a 
retired vice-president and director 
of the United States Rubber Co. and 
former general manager of its foot- 
wear division, died Oct. 10 in 
Waterbury, Conn., after a brief ill- 
ness. He joined U. S. Rubber as a 
mill hand in 1910 and was named 
assistant general manager of the 
footwear division, with offices in 
Naugatuck, Conn., in 1929. He be- 
came general manager 10 years 
later and retired a decade ago. 


CAESAR CHODEN, 75, a sales 
representative for Bata Shoe Co., 
Inc., for about 20 years, died in 
Detroit of a heart ailment. Before 
he had represented 
Wear Well Shoe Co. in Michigan for 
about 15 years. He was a member of 
the Michigan Shoe Travelers Club, 
which his brother Leo, Michigan rep- 
resentative for Brilliant Bros. Shoe 
Co., helped found. 


JOHN GILLIES, 67, president of 
Gillies Shoes, Inc., a leading inde- 
pendent chain in southeastern Mich- 
igan, died Oct. 3 in Detroit after a 
brief illness. He formed the Hocking 
and Gillies shoe store organization 
with Richard Hocking 33 years ago. 
He became president of Gillies Shoes 
when the business was formally di- 
vided in 19565. 


JOHN G. KOLESAR, 78, operator 
of the Kolesar Shoe Store in Port 
Clinton, O., for 41 years until his re- 
tirement in 1955, died recently after 
a long illness. Among his survivors 
is his son Edward, who now operates 
the store. 


LEON J. ADAMUS, 46, vice- 
president of the National Shoe Store, 
1221 W. Lincoln Ave., Milwaukee, 
since 1957, died recently of a heart 
attack. He started in the shoe busi- 
ness on Lincoln Avenue 34 years ago 
as a stockboy. 


EDWARD HILL, 51, proprietor 
of the Little Red Shoe House, a re- 
tail operation in Shelton, Conn., 
with branches in North Haven, 
Newton and Waterford, died Oct. 
10 after a short illness. 


William Innes, Founder 


Of West Coast Retail Firm 


LOS ANGELES—William Innes, 
84, founder of the Innes Shoe Co., 
died Oct. 5 after a 10-month illness. 
Until his retirement in 1947, Mr. 
Innes had spent his entire adult life 
in shoe retailing. 

A native of Wichita, Kan., he 
opened his first shoe store in Los 
Angeles in 1898. Successful from 
the start, he expanded in keeping 
with the growth of Southern Cali- 
fornia, and ultimately he was also 
operating stores in Hollywood and 
Pasadena under the Innes name. 

Under his guidance the firm grew 
into perhaps the most important of 
the West independently- 
owned multiple retail operations. Al- 
ways the company dealt in medium- 
to upper-end shoes. 

Mr. Innes sold the company to 
General Shoe Corp., now Genesco, 
Inc., when he retired at the age of 
71. 


Coast's 


ROGER C. HERSHEY, 70, a re- 
tired shoe manufacturer, died Oct. 
11 in Hagerstown, Md. Mr. Hershey 
with the Hagers- 
town Shoe & Legging Co. for a 
number of and later was 
among the organizers of the South- 
ern Shoe Co. He was vice-president 
of the latter firm when he retired 
several ago. Mr. Hershey 
was an official of the Hagerstown 
Fair Assn. 


was associated 


years 


years 


GEORGE B. FAULKNER, 
southern representative for 
the Commonwealth Shoe and 
Leather Co. until his retirement in 
1952, died Oct. 7 in Nashville, Tenn. 


68, 


sales 


RICHARD A. GIESTING, 66, a 
supervisor and buyer for the Dan 
Cohen and Collier Shoe Co., Cincin- 
nati, died recently. He was with the 
firm for 51 years. 


ROBERT LEONARD EDISON, 
29, merchandise executive of Edison 
3rothers Stores, Inc., St. Louis, died 
in Boston Sept. 30 of a heart ail- 
ment. He started with Edison Broth- 
ers as a part-time salesman during 
his high school days and was named 
to the merchandise executive post in 
1952. He was the son of Simon 
Edison, a founder and an executive 
vice-president of the chain. 
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PRODUCE 


FAST SALES 
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WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





e KFinancial 


Midland Shoe Says Sales 
Rose 18% in Fiscal 1960 

ST. LOUIS—Midland Shoe Co., 
which operates 39 departrnents, re- 
ported an 18.4 per cent increase in 
net sales for fiscal 1960, ended July 
31. Sales were the fourth largest in 
the firm’s history, the annual report 
said. Meanwhile net profit rose 28 
per cent to 98¢ per share. 

President James Jones told share- 
holders that the resulted 
from improved volume in older units 
as well as the addition of new ones. 

Four departments 
opened during the year. 

“Although fall not 
come up to expectations,” Mr. James 
added, “sales are running approxi- 
mately 15 per cent ahead of a year 
ago as a result of new units. Pro- 
vided the general economy does not 
take a decided downturn, sales for 
the fiscal year could exceed the com- 
pany’s all-time high of $3,949,000 set 
in 1949.” 


increase 


new were 


business has 


6-Month Income Down 6% 
At United Shoe Machinery 


BOSTON—United Shoe Machin- 
ery Corp. and domestic associated 
firms showed a 6.7 per cent drop in 
net income for the six months ended 
Aug. 31. Income amounted to $4,- 
954,621, or $2.07 per common share, 
compared with $5,311,137, or $2.22 
per share, in the same period last 
year. 

Gains from sales of shoe machines 
outstanding under lease amounted, 
after taxes, to 83¢ per share of com- 
mon stock. This compares with 66¢ 
in the first half of fiscal 1959. 
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e Trade Literature 


NSRA Issuing Series of Operating Manuals 


NEW YORK—The Nationa! Shoe 
Retailers Assn. has begun issuing a 
series of operating manuals for 
small and medium-size independent 
merchants. The first of the man- 
uals, covering Merchandise Budget- 
ing and Control, released in 
mid-October. 

NSRA said the manuals are 
tended to help the smaller retailer 
who doesn't have a staff of special- 
ists available. The publications are 
designed to increase managerial 
efficiency and to produce ideas and 
information about various operat- 
ing phases of shoe retailing. 

In addition the manuals can 
serve as training implements for 
branch store managers and junior 
executives. 

The initial manual explored the 
nature, purposes and limitations of 
merchandise control; dollar and 
unit control, and budget elements 
and procedures. 

Other manuals 
following topics: 

Buying to Meet Consumer De- 
mand— The ever-changing con- 
sumer; buying policies and tech- 
niques; quality determination; bal- 
anced assortments. 

How to Increase Stock Turnover 
—Relationship of turnover and 
profit, markdowns, price-lining; the 
dangers involved; control of slow- 
moving merchandise; importance 
of staple stock lists. 

Pricing Merchandise to Maximize 
Profit—Markup and factors influ- 
encing it; the role of price lines; 
the relationship of pricing to in- 
creased sales, control of stock, turn- 


was 


in- 


will cover the 


over, markdowns, sales promotion 
and net profit. 

Expense Classification and Con- 
trol—Their nature and importance 
in the face of rising costs; the ex- 
pense budget and steps in the budg- 
eting process; costing errors that 
cloud true operating profit. 

Improved Personal Selling—Aid 
to better selection, training and mo- 
tivation. 

NSRA said the issuance of the 
manuals marks an expansion of the 
retailers. 


association’s services to 


NESLA Publishes Report 
On Management Committee 


A 28-PAGE booklet, “Manage- 
ment of Improvement for Shoe Ex- 
ecutives,” has been distributed by 
the New England Shoe and Leather 
Assn. to its 280 manufacturing 
members and to 100 graduate busi- 
ness schools. 

Maxwell Field, executive vice- 
president of NESLA, said the book- 
let is “a report of the activities of 
our Industrial Management Com- 
mittee from 1956 to date.” The re- 
port was published to help the as- 
sociation’s members better under- 
stand the objectives of NESLA’s 
management program and the key 
points stressed in various seminars 
held as part of the program. 

A preface explains: “The Indus- 
trial Management Committee’s first 
major achievement has been the in- 
troduction of modern management 
techniques to over 200 shoe execu- 
tives, who have attended eight all- 
day Sessions... .” 





Manutacturing Report 





Retailers Hold Back on Orders 


ST. LOUIS—Producers here are 
swinging into spring production 
with their fingers crossed. 

The National Shoe Fair and re- 
gional shows held so far have not 
given as much solid help to manu- 
facturers in their spring planning 
as they would have liked. Major 
accounts have ordered basics, plus 
a few patterns for late winter sell- 
ing. But the average retailer is 
holding off, producers say, even on 
basics he knows he will need, and 
awaiting the outcome of his fall 
tabulations. 

Nationally, fall at retail has been 
fair, perhaps even good in isolated 
sections. But sources here fee] that 
the typical independent has not found 
many grounds for jubilation in his 
eash register totals and he is not 
going to jump fast or 
heavily into next spring until the 
fall inventory is balanced out. 


Back to the Road—Sales repre- 
sentatives have hit the road again 
with spring and summer footwear. 
With first trips reported as only 
satisfactory, producers anticipate 
picking up substantial bookings on 
basics, besides writing some light 
and bright spring mood pairs for 


too too 


early delivery. Some makers foresee 
delivery bottlenecks ahead if the 
retail buyers continue their watch- 
ful waiting trend on orders unduly 
long. 

Shipments of juvenile reorder 
and fill-in shoes are holding up 
strong for local makers. Women’s 
instock activity is listed as “just 
average,” with brushed pig casuals 
and plain-vamp, black smooth 
pumps most often mentioned. Men’s 
reorders have been good on bur- 
nished olive slipons and _ light- 
weight ties. 


Higher Production Costs—Whole- 
sale prices on most St. Louis shoes 
wil] remain unchanged for spring 
and summer. Plant spokesmen ob- 
serve that even if the leather mar- 
ket should weaken, prices could not 
reflect it. Production costs are up. 
New wage contracts between St. 
Louis makers and union groups cal! 
for increased hourly rates over the 
next two years, plus several extra 
benefits of the fringe type. 

With many spring pairs utilizing 
straw, nylon, fabrics and other non- 
leather materials, leather price 
fluctuations downward cannot 
plausibly show up in price tags. 


Milwaukee Business on a Level with 1959 


MILWAUKEE — Business, for 
most local manufacturers, is “about 
even with last year.”” There are ex- 
ceptions, however, with several of 
the major men’s producers claiming 
increases as big as 8 per cent. The 
soft spots in some areas of the na- 
tion’s economy are having 
slight effect on local shoe manufac- 
turers. 

Agreement is general that the 
overall pace of business during the 
past few months has shown gains 
on the factory level. Mail orders 
have improved. Reorders for fall 
shoes from the field, however, are 
spotty. 


Mild Weather — Dealers blame 
the mild fall weather for the lack of 
traffic in stores. Factory salesmen 
have reported a large share of their 


only 


accounts holding back their spring 
orders until after the shoe shows. 

Plant spokesmen claim it is still 
too early to measure dealer reac- 
tion to their spring lines. Prices are 
expected to remain stable. 

Olive shades in the men’s lines 
will continue strong. The trend to 
slenderizing of the last in men’s 
dress shoes is expected to gain 
impetus. 


Work Shoes Steady— Men's utility 
and work shoe production in the Mil- 
waukee area continues to hold at a 
steady level. One plant reported 
brisk reorders for its recently in- 
troduced line of oiled leather hunt- 
ing boots. 

Children’s footwear producers 
are working hard to catch up with 
orders for fall and winter shoes. 


Los Angeles Firms 
See December U pturn 


LOS ANGELES—Most local man- 
ufacturers state frankly that busi- 
ness is very slow and reorders at a 
minimum. Consensus is that the 
situation will remain so until spring 
orders get going at a good pace in 
early December. 

Of the reorders that are coming 
in, most cali for grained and tex- 
tured leathers in black, brown and 
green tones—all of which have been 
the strongest all season. This color 
trend is expected to carry through 
into spring, particularly in the case 
of lighter browns and greens. Suedes 
are weak and so are vinyls. 

This has at least been a year of 
and shoe prices have 
No one here can see any 


stabilization 
held firm. 
price change in the future 


Deliveries a Problem for 
New York Manufacturers 


NEW YORK—Business for the 
majority of shoe manufacturers in 
the metropolitan area is good. Their 
main problem is deliveries. Actually 
there are three categories to be reck- 
oned with: fill-ins for immediate de- 
livery, resort and cruise shoes, and 
spring shoes. Delivery 
tinue into early December and Janu- 
ary in the case of spring shoes. 

It’s still too early to appraise the 
new season but most manufacturers 
fee] that there is every reason to ex- 
pect that it will be satisfactory, both 
volume-wise and dollar-wise. If 
business at the retail level accelerates 
and merchants reorder and size up 
fairly extensively, then prospects for 
good business become realities. 


dates con- 





BALLET SLIPPERS 


(Pointed or Biunt) 


ACROBATIC SANDALS 
See them all but look us up for Ballets 
and Sandzls. All sizes and colors avail- 
able, also men's sizes in the Sandals. 
You can order sizes you want. (Est. 1945) 


HOLLYWOOD PRODUCTS, INC. 


COLUMBUS 16, O. (Factory) 
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*Sta-Shine’ Leather 
Introduced by Genesco 


NASHVILLE, TENN.—A _ newly 
developed treated leather, resistant 
to wear and easy to clean, is being 
introduced by the W. L. Douglas 
and Fortune divisions of Genesco, 
Inc., as part of their men’s and 
boys’ spring-summer lines. It’s 
called “Sta-Shine.” 

The new tanning process, the re- 
sult of a joint research project of 
Genesco and the Du Pont Co., uses 
a urethane upper leather coating. 
According to Genesco, this produces 
shoes with an exceptional ability to 
withstand ill treatment. 

The leather retains the charac- 
teristics of breathing, softness and 
But it is tougher than 
normal leather, the company says, 
with the surface quality upgraded. 


mellowness. 


According to the manufacturer, 
the shine can be restored by a sim- 
ple cleaning and buffing with a 
cloth. Dirt, grime and mud wipe 
off. In addition the leather 
ported resistant to abrasion 
scuffing and also to gasoline, chemi- 
cals and water. The tightly bound 
grain surface bends easily to form 
fine wrinkles similar to cordovan. 


is re- 


and 


Dufresne Firm Acquired 
By Shoe Corp. of Canada 

TORONTO — Dufresne Shoes, St. 
Pie, Que., a manufacturer of men’s 
Goodyear welts in the $10-$15 retail 
range, has been acquired by Shoe 
Corp. of Canada, Toronto, and Hew- 
etson Shoes, Ltd., Brampton, Ont. 
Homer Dufresne will continue as 
president of the company. Plans are 
underway to expand production and 
introduce several internationally ad- 
vertised brands of men’s dress shoes. 

Mr. Dufresne is a former presi- 
dent of the Canadian Shoe Manufac- 
turers’ Assn. and the Shoe and 
Leather Council of Canada. He 
started the Dufresne plant in 1931, 
and today it employs about 80 per- 
sons. 

Announcement of the transaction 
was made jointly by Homer Du- 
fresne and Herbert C. Lee, president 
of Shoe Corp. of Canada. 


November |, 1960 


Manufacturers’ Shoe Show—Japanese Style 


Footwear by the square yard is the attraction in Tokyo's Taito Gymnasium, as more than 
In contrast to American shoe shows where the 


7,000 shoe producers display their wares. 


+ 


exhibits may sprawl over many floors of several hotels, these Japanese shoes and acces- 
sories are arranged with near-military precision in identical display units. 





Fabric Types Highlight Oomphies’ Line 
NEW YORK—Fabric shoes 


wide range of types and colors were 
featured in a showing of Oomphies’ 


in a 


spring-summer line in the 
pany’s showrooms here. 

Big surprise of the showing was 
a collection of unlined leather flats, 
in Oomphies’ Cloud 9 soft construc- 
tion, made on a square wall toe last 
with * stacked heel. Patterns in- 
cluded open shanks, ties and slings 
in a range of colors. 


First of Series—The shoes, which 
will retail at $8.95, are just the be- 
ginning of a series of this type of 
leather shoe designed to give com- 
fort to style-conscious women, ac- 
cording to Harold Gessner, 
Oomphies’ president. He summed 
up the entire collection of summer 
Oomphies as “good fashion, 
taste, at pin-money prices.” 

In the fabrics there were poplins 
in six clear colors; cord in paler 
shades; Belgian linen that 
Oomphies is calling “Homespun” 
and featuring as its new neutral; 
and multicolors in checks, stripes, 
dots, florals and embroideries. 


com- 


good 


“Fabrics for Everywhere”’— 
Fabric shoes to go everywhere was 
the theme of the showing, cleverly 
“Oomphies’ Summer 
Theatre of 1961: Themes and 
Schemes” in appropriate settings. 
The original idea was the work of 
fashion director Anne Gilliar, who 
served as commentator. Indoor 
styles in everything from damask 
to printed fabrics to packable Terry 
Travelers, were followed by shop- 
ping shoes in Belgian linen; an at- 
tractive walking tie in beige and 
white, or black and white stripes; a 
gardening shoe in Oriental cotton 
or stripes; a boating “Jib Tie” in 
colored poplin and a blue jean 
denim tie with red lace stay. 

Two smart styles for waiting at 
the station were shown: a red and 
navy shepherd’s check and a straw 
pump, both on low stacked heels. 


presented as 


Little-Heel Styles — Little heels 
were featured as a group for going 
to work, dates or “lunch with the 
girls,” in a neutral beige tapestry 
fabric and a natural beige em- 
broidered linen. 
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A. C. Lawrence Introduces a Scuff-Resistant Leather Treatment 


PEABODY, MASS.—A new tan- 
ning process designed to prolong the 
life of the shoe, enhance the appear- 
ance of the leather and give it a 
high degree of scuff resistance has 
been perfected by the A. C. Law- 
rence Leather Co. 

Ti-Tan, as the new 
leather treatment has 
been named, is in vol- 
ume production thus far 
only by A. C. Lawrence, 
it is claimed. The treat- 
ment is available in black 
or any brown shade. 

John States, general 
sales manager, says, 
“This new process pro- 
duces a tight, supple 
leather with a smooth, 
solid surface that has a 
desirable break. It re- 
tains all the characteris- 
tics of natural leather, 
for it uses regular 
leather finishes, not a 
synthetic polyurethane.” 

“Ti-Tan,” Mr. States 


NSMA Names 2 


NEW YORK—John B. Reinhart, 
Jr., president of Trimfoot Co., of 
Farmington, Mo., has been appointed 
chairman of the National Shoe Man- 
ufacturers Assn.’s Marketing Com- 
mittee. 

He succeeds Abe Weinman, vice- 
president of Five Star Shoe Co., 
Long Island City, N. Y., who served 
three years as chairman. In that 
post Mr. Weinman directed the as- 
sociation’s Merchandising Clinics. 

Another NSMA committee also 
has a new chairman. Ernest J. Free- 
man has become chairman of the 
Accounting and Office Management 
Committee, succeeding B. H. Semler, 
vice-president of Freeman Shoe 
Corp. Mr. Freeman is vice-president 
and treasurer of Viner Bros., Inc., 
Bangor, Me. 

Mr. Freeman joined Viner in 1955. 

The new Marketing Committee 
head has a background in both 
branded and volume selling. In dis- 
cussing NSMA’s marketing program 
for 1961, he commented: 


66 


claims, “opens up a new and stimu- 
lating merchandising approach in 
men’s, boys’ and children’s markets.” 
Already it has reached stores. 
The A. C. Lawrence executive 
adds, “The superior appearance of 


Both these shoes were given the same scuff tests, according 

to A. C. Lawrence. 

tionally tanned leather. The shoe at right is of leather 
produced by the company's new Ti-Tan process. 


The one at left is made of conven- 


New Committee Chairmen 


“Salesmen have too long been ori- 
ented in sales alone rather than in 
total profits. The manufacturers’ 
program for 1961 must be centered 


J. B. REINHART, JR. ABE WEINMAN 


on profits. For too long a period, 
salesmen and sales managers in shoe 
manufacturing have pursued the 
misleading philosophy of ‘sales alone 
at any cost.’ 

“ ‘Beat last year’s sales’ is not as 
sound an objective for our indus- 
try’s sales forces as ‘Beat last year’s 
profits.’ ”’ 


the leather itself, coupled with its 
easy-to-care-for qualities, makes it a 
desirable feature in men’s shoes. It 
will hold polish longer -han regular 
leather. 

“The scuff-resistant factor, proved 
by severe testing, is a welcome ad- 
dition to any merchandising pro- 
gram of boys’ and children’s shoes, 
particularly the leather 
breathes as natural leather should. 
It will be a boon to parents as it pro- 
the life of their children’s 


since 


longs 
shoes.” 

Ti-Tan is said to be the result of 
five years’ research and testing. 


Brown Shoe Plans Spring 
Campaign via Newspapers 

ST. LOUIS—Brown Shoe Co. has 
announced the launching of an ex- 
tensive advertising campaign for 
next spring. Starting in February, 
a total of 674 will 
feature local dealer names in 35 ma- 
jor markets. 

The newspaper campaign will pro- 
mote the same shoes that Brown is 
featuring in national magazine pro- 
motions. Ads will be divided among 
the Air Step, Buster Brown, Life 
Stride, Naturalizer, Pedwin, Propr- 
Bilt, Risque, Robin Hood and Roblee 


newspaper ads 


brands. A company spokesman said, 
“The dealer listing feature provides 
the missing link for positive dealer 
identification between national ad- 
vertising and the point-of-purchase.”’ 

Brown named the cam- 
paign “Operation Main Street.” The 
company is paying the whole cost of 
the program. There is 
tive advertising angle in 
plans. 

Before selecting the markets 
which will carry the campaign, the 
shoe firm conducted an extensive 
market research and sales analysis 
study. Factors considered were pop- 
ulation statistics, growth potential 
ratings, and high concentration of 
total branded sales of Brown lines. 
As other metropolitan marketing 
areas increase to meet the “Opera- 
tion Main Street’ marketing re- 
quirements, the spokesman said, they 
will be added to the campaign. 


has new 


no coopera- 
Brown's 
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Allied Show Unit Reports: 
Peak of Light, Flexible 
Trend Seen for Fall ’61 


NEW YORK—The growing trend 
toward lighter weight, softer and 
more flexible footwear—a trend that 
will provide the perfect complement 
for the trim, elegant look in clothing 

will reach a new peak in fall 1961. 
So says a report newly released by 
the Advisory Committee of the Allied 
Shoe Products Show. 

The committee said, “Shoe manu- 
facturers are planning to achieve 
this elegant look in footwear through 
greater application of recent re- 
markable developments in shoe ma- 
terials and components. These new 
shoe while lighter in 
weight and easier to handle, provide 
appreciably greater perfor- 
mance values both in terms of wear 


products, 
shoe 


and attractive styling possibilities.’ 


Materials Revolution—“The cur- 
rent revolution now taking place in 
men's, women’s and children’s cloth- 
ing was made possible through the 
development of lighter weight yet 
better - performing materials,” the 
report pointed out. “This same pat- 
tern is now being repeated in foot- 
wear. 

“In addition to providing shoe man- 
ufacturers with improved materials 
for finer shoemaking, the new trend 
will help stimulate consumer demand 
for fall 1961 shoes as an attractive 
feature of the fall wardrobe.” 


“Tools of Fashion”—Among sev- 
eral hundred new “Tools of Fashion” 
products and materials for fall- 
winter "61 footwear, that will be in- 
troduced at the coming Allied Shoe 
will be: 


Counters and box toes—Softer, 
more resilient types made from ther- 
moplastic and polystyrene materials 
which retain their shape better, are 
easier to handle and last the life of 
the shoe. 

Upper materials—-A wide variety 
of new developments designed to fit 
in with the strong trend toward un- 
lined shoes. 

Insoles — Lighter, more flexible 
materials which reduce the weight 
of the insole while assuring strength 
and durability. Many feature high 
porosity to help keep the wearer's 
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feet cooler, more comfortable and 
drier. 

Heels and heel bases—New plas- 
tic and wood-and- aluminum types 
which are thinner and lighter yet 
practically unbreakable. These will 
play an important role in new fall 
styling effects. 

Midsoles—A variety of new com- 
position materials, also lighter and 
stronger, for men’s and children’s 
shoes. 

The Allied Products Show, a part 
of the Shoe Resources Market, will 


open at noon Saturday, Dec. 10, at 
the New York Trade Show Building 
and continue through noon Tuesday, 
Dec. 13. 


Union Wins at Vulcan Plant 


WALNUT RIDGE, ARK. — Em- 
ployees of Vulcan Corp.’s last-mak- 
ing plant here have voted 38 to 20 in 
favor of representation by the 
United Shoe Workers of America. 
The National Labor Relations 
supervised the balloting. 
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A complete quality-built 
in-stock line for men, 

women, boys and girls. 

All made on new technically 
designed lasts for correct fit 
and comfort. Unmatched values. 
MEN'S HOCKEY SKATE, +1120 


Black cowhide uppers. Wine box toe and 
trim. Sizes 5-13. Your cost $7.80. 


BOYS' HOCKEY SKATE, +1100 

Black cowhide uppers. Wine box toe and 

trim. Sizes 11-4. Your cost $6.40. 

MEN'S FIGURE SKATE, +1240 

Block elk uppers. Sizes 4-13. Your cost 
$8.50. 


MEN'S FIGURE SKATE, +1243 
Black cowhide uppers. insulated and lined 
Sizes 4-13. Your cost $8.50. 


SPORT KING and SPORT QUEEN 


ICE SKATES 


with 
genuine Canadian blades 


NO SERVICE CHARGE 
FOR SMALL ORDERS 


BOYS’ FIGURE SKATE, +1210 
Black cowhide uppers. Sizes 
cost $6.40. 
LADIES’ FIGURE SKATE, +1215 
White cowhide uppers. Sizes 4-10 
cost $7.80 
LADIES’ FIGURE SKATE, +1216 
White cowhide uppers Insulated 
lined. Sizes 4-10. Your cost $8.25. 
GIRLS’ FIGURE SKATE, +1200 
White cowhide uppers. Sizes 
$6.40. 

Rubber Skate Guards 75¢ 


11-4 


Your 


Your 


and 


11-5. Your 


cost 


Net F.0.B. Boston « Athletic Footwear Division 


BERNED SHOE CO., 207 ESSEX ST., 
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BOSTON MASS. 
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Variety of Plastic Heels at a Peak: Mears 


11Ty 


A few plastic heels from Mears’ line (left to right): graceful, sturdy number from the 
"F" line; a slimmer heel from the “J" series; new square-top heel with interesting back 
and side profiles; and a second square type, for lasts from 10/8 to 14/8. 


LAWRENCE, MASS.—Heel mak- 
ers are offering shoe manufacturers 
a record number of plastic types 
and styles, according to E. E. 
Joiner, executive vice-president of 
Mears Heel Co. For the first time 
since plastic heels moved in, he 
says, there is such a big choice 
available that it approaches the 
days when wood heels were domi- 
nant and their variety was almost 
infinite. 

“Yet the situations are far from 
identical,” Mr. Joiner points out, 


“because the molding processes and 
the techniques necessary for pro- 
duction make it necessary that 
more lead time be allowed.” 

An Expanded Line—Mears is 
currently offering an increased line 
of plastics. This group includes the 


company’s “J” series, all thinner 


than its established “F” line and 
with smaller toplifts. Perhaps the 
most popular in this “J” category, 
Mr. Joiner says, will be a little heel 
(4/8 to 13/8 last). The “Baby 
Louis,” he says, will appeal particu- 
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THIS LITTLE PIGGY’S OH SO CHIC... 


ready for spring and raring to go. These gayest of hues 
Tamale, Scariet Feather, Greenback, Sunrise and Dandelion (just to 
mention a few) are wedded to the piushest, lushest texture ever 
making Pigmillion Pigskin the happiest thing that’s ever 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 


Hot 








larly to teenagers. 

Also new are thin square-tops 
made to complement the new toe 
treatments. One of them, for lasts 
from 10/8 to 14/8, will be “highly 
acceptable” for sports and casual 
lines, Mr. Joiner states, 

Another plastic line restyled for 
this season is the new flattie. For- 
merly, Mr. Joiner says, this was 
dominated by the Queen Anne 
types. Some of these types were 
made of polyethylene, but the 
newer styles will have smaller top- 
lifts and more shapely backline, 
giving the shoe a more dainty ap- 
pearance. 


Aluminum Heels—In the alumi- 
nums, Mears is offering a very thin 
line, with square tops showing a 
growing popularity. The aluminum 
category generally is heading to- 
ward ever-thinner profiles, Mr. 
Joiner and constructions of 
this type will allow even more slen- 
than were previously 


Says, 
der heels 
available 

Plywoods, meanwhile, are 
ported increasing in favor, largely 
as a result of new finishing tech- 
According to Mr. Joiner, 
durable, high-style finishes 
faithful simulation of the polished 
sheen of built-up leather have made 
the more attractive 


re- 


niques. 
and 


these 


heels. 


among 


Writers’ Gathering Gives 
Randolph Publicity Break 

CHATTANOOGA, TENN The 
makers of Randy Boatshus seized a 
golden publicity opportunity by pre 
senting a pair of their rubber-can- 
vas footwear to each of 125 news- 
papermen assembled here from 
throughout the country. The news- 
men were attending the annual Mer- 
cury Outboard Motors press party at 
Lake Chickamauga. 

Each guest was a prominent out- 
door writer, and all were flown to the 
party at Mercury’s expense. As each 
man arrived at the gathering, he 
was outfitted with Randy Boatshus 
and other apparel and supplied with 
a press kit. Among its contents was 
a release from Randolph Manufac- 
turing Co., Randolph, Mass., describ- 
ing the “boating safety” factor of 
the shoe’s tight-grip rubber sole. 

For many of the visiting news- 
paperman, boating safety is an ever- 
recurring theme in their writings. 
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U. S. Loan Helps N. H. 


Manufacturer Get Started 


DERRY, N. H.—A new shoe man- 
ufacturer, Jodi Shoe Co., is operat- 
ing here, thanks to a $28,000 govern- 
ment loan. The Small Business 
Administration approved the loan 
after local businessmen agreed to 
put up $7,000 toward renovation of 
an unused shoe factory in Derry. 

The principals in the new venture 
are Jerome Fisher of Derry and 
Dominic Acorace of Manchester, both 
former employees of the Chelmsford 
Shoe Co., which was burned out last 
May. 

Mr. Fisher says he expects even- 
tually to have as many as 200 work- 
ers with an annual payroll of $500,- 
000. Jodi now has about 125 persons 
on the payroll, according to the SBA. 
This is about the same number for- 
merly employed by Chelmsford. 


Wellco Shifts Salesmen 


Along Eastern Seaboard 

WAYNESVILLE, N. C.—Wellco 
Shoe Corp. has realigned its sales 
territories. Joseph Stanelli, vice- 
president in charge of sales, said the 
following changes are already in 
effect: 

In New York, Julius Alderman 
continues to cover Manhattan, 
Brooklyn, Queens and Long Island. 
George Dellerson travels The Bronx 
and Westchester County, N. Y., as 
well as Connecticut, Rhode Island 
and western Massachusetts. Jack 
Dellerson represents Wellco in the 
remainder of New York State, ex- 
cept Staten Island, and in Vermont. 

Harry Winer covers Maine, New 
Hampshire and eastern Massachu- 
setts, and Nathan Reiss has been 
assigned Staten Island and all of 
New Jersey except the metropolitan 
trading area near Philadelphia. Cov- 
ering the Philadelphia area, eastern 
Pennsylvania, eastern Maryland, 
Delaware, the District of Columbia 
and suburban Washington is Albert 
Judelle. 

Joseph Bernstein, a newcomer to 
the sales force, is traveling Virginia, 
except for the part covered by Mr. 
Judelle, plus West Virginia and part 
of Maryland. Another new sales- 
man, Sam Lapidus, will carry Well- 
co’s Foamtread casual line in south- 
ern California and southern Nevada. 
William Briggs, who formerly han- 
dled both Wellco slippers and casuals 
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in this territory, will now sell only 
the slipper line. 


Godman Has Needle Last 


COLUMBUS, O.—The Godman 
Shoe Co. has added a new needle last 
to its Kit-a-Peds line for spring, 
President J. O. Moore announced. 
The shoes are on 18/8 heels. Accord- 
ing to Mr. Moore, the company is 
currently producing mid-heel shoes 
on five distinct lasts and it plans an 
increase in its mid-heels for 1961. 
Kit-a-Peds mid-heels retail in the 
$8.95-$11.99 range. 
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Canada Urged to Study 
Threat of Growing Imports 


TORONTO—The Canadian gov- 
ernment should properly reassess 
the problem of growing shoe im- 
ports without delay “before irrepa- 
rable damage is done,” urged Paul 
Samson, president of the Canadian 
Shoe Manufacturers’ Assn. 

Imports increased by 22 per cent 
between 1958 and 1959, he pointed 
out, and in the first four months of 
this year, more than four times as 
many shoes were imported as in the 
corresponding 1959 period. 





TO RETAIL AT 


$9.95 


write today for further information 


on other outstanding Calumet styles. 


LEVERENZ SHOE COMPANY 
SHEBOYGAN, 
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Government Reports Explore Export Potential for Shoe Producers 


IN A YEAR of increasing im- 
ports, what are the U. S. footwear 
industry’s chances for selling 
abroad? 

That question is taken up in a se- 
ries of reports which are being 
prepared by U. S. embassies over- 
seas and made public in Washing- 
ton, D. C., by J. G. Schnitzer, direc- 
tor of the Leather, Shoes and Allied 
Products Division in the Commerce 
Department’s Business and Defense 


Services Administration. 

The Oct. 15 RECORDER reviewed 
the first of these reports, dealing 
with Italy. Since then, several 
others have been issued: 


France: Little Opportunity 

AMERICAN manufacturers 
have a difficult time in winning a 
large market in France. Although 
the French government has lifted 


will 





VENTI-MESH# 


Hard-to-fit 
Professional Women 
now toe a new line 


(first aides 
by WILBUR COON 


Now the professional woman who has trouble getting the “‘right’’ shoe 
need look no further. For, at the price of ordinary footwear, she may rely 
on famous Wilbur Coon support and fit . . . and also enjoy. . . 


ALL OF THE FOLLOWING TESTED EXTRA COMFORT FEATURES 
in any of six attractive in-stock styles: 


LONG INSIDE COUNTER 
VENTI-MESH® 
MOULDED LEATHER ARCH 
CUSHION BOTTOM FILLER 
' SUPER SHANKS 
V ANCHOR EYELET 


Remember, “FIRST AIDES’, priced right to SELL . . 


are priced right to give you a GOOD 


$5.60 to $7.25. 


PROFIT, too! Just 


Send for NEW CATALOG and SALES AIDS . . . TODAY! 


WILBUR COON SHOES New York City Sales Office: 
$29 Marbridge Bidg. 
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restrictions on imported footwear, 
the high cost of U. S. shoes and slip- 
pers practically precludes competi- 
tion except in the high-quality lines. 

The French produce about 107 
million pairs of leather and plastic 
shoes annually and import another 
1.7 million pairs. Some French man- 
ufacturers have their models made 
in Italy or Spain to take advantage 
of lower labor costs and of the “Made 
in Italy” label, which appeals to 
women buyers. 

The U. S. shipped no footwear to 
France in 1959. In the first half of 
1960, about 5,000 ex- 
ported. 

The French buy an average of 1.6 
pairs of shoes annually. They are 
highly conscious of style and quality. 

Most French manufacturers sell 
directly to retailers, of whom 63 per 
cent independent buyers. An- 
other 28 per cent are chain stores, 4 
per cent are large department stores, 
and the remainder are itinerant sell- 
ers or country general stores. 


pairs were 


are 


Norway: W orth Investigating 

EXPORTERS of 
investigate the Norwegian 
market. U. S. government officials 
have sent word here that Norway 
needs teenagers’ and men’s shoes in 


uu = shoes 


should 


particular. 

The report advises: 

“U. S. exporters have not been ac- 
tive in Norway, which accounts for 
the small volume of sales. However, 
Norway offers a market for U. S. 
especially teenagers’ and 
men's shoes. Selection of an active 
local agent and use of judicious ad- 
vertising helps introduce a new line 
of shoes. Favorable credit terms and 
prompt deliveries are also important 
factors.” 

Norway consumes more shoes 
than she produces. About 100 fac- 
tories produce an average 4.5 million 
pairs of leather shoes and slippers. 
But consumption of all types of shoes 
in 1959 million pairs. In 
the first five months of 1960, con- 
sumption totaled 2.6 million pairs. 


shoes, 


was 5.2 


Consumption of shoes is on the 
rise in Norway, according to official 
sources. Many European exporters 
are now establishing sales organiza- 
tions there. 

U. S. exports to Norway in 1959 
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totaled about 3,000 pairs. In the first 
half of 1960, only 73 pairs were 
shipped. 


New Zealand: Import Curbs 


“PROSPECTS appear to be poor 
for U. S. exports of leather footwear 
to New Zealand,” a government re- 
port states. “Imports are limited by 
licensing, and no significant change 
in this policy is expected in the near 
future. 3ritish Common- 
wealth tariff preferences (20-25 per 
cent) apply to all types of footwear, 
U. S. potential sales are especially 
limited.” 

Thus it is clear that New Zealand, 
like many other nations, discrimi- 
nates against U. S. leather footwear. 
Whether this discrimination is by 
quota, outright prohibition or high 
tariff, American shoes are excluded 
in many areas of the globe. 

In the first four months of 1960, 
total New Zealand leather footwear 
imports amounted to 10,318 dozen 
pairs. Of these, 8,813 came from the 
United Kingdom and 1,000 from 
Australia. 

U. S. exports to New Zealand 
totaled 4,729 pairs in 1959 and 2,466 
pairs in the first six months of 1960. 


Jecause 


Venezuela: Build a Factory 

THE only practical way for an 
American firm to get a hold 
in the Venezuelan market is to 
build a factory there. The Vene- 
zuelan government discourages im- 
ported footwear by high tariffs and 
hard-to-get licenses. 

Although Venezuela consumes 
about 9 million pairs of shoes a 
only 12,245 pairs of these 
(valued at $21,459) came from the 
U. S. in 1959. In the first 
months of 1960, U. S. shipments to 
Venezuela totaled only 2,241 pairs. 


shoe 


year, 


six 


Venezuela has a population of 
million. Per capita pur- 
chases are about 1.3 pairs annually. 
Most buyers of two or more pairs 
a year are women of the urban mid- 
dle class, who pay $9 to $12 a pair. 
The upper middle class buys the 
same price shoes, and also pays $15 
to $24 for custom-made shoes. 


about 7 


Domestic factory-made shoes are 
direct to retailers through 
traveling Sales of this 
type are usually for cash or on 30- 
day credit. 


sold 


salesmen, 
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Howes Leather Names 


Chairman, Other Officers 

BOSTON—Three new offices were 
created by stockholders’ action at the 
annual meeting of Howes Leather 
Co. John Schanzle was named chair- 
man of the board. Everett W. 
Prevere and Leo F. Ready were 
made vice-chairmen. 

In addition, the following execu- 
tive officers were elected: president, 
Henry F. Keating; executive vice- 


president, John C. Callahan; finan- 
cial vice-president, Donald A. Mc- 


Simple... Quick 
Safe... Accurate! 





Kinley; treasurer, Dudley L. Miller, 
and secretary, Mandeville Mullally, 
Jr. 


Dinner to Aid Charity 

NEW YORK—Members of this 
city’s shoe and allied trades will hold 
their annual dinner on behalf of the 
Federation of Jewish Philanthro- 
pies, Nov. 22 at the Hotel Delmonico, 
according to Henry Berman of Na- 
tional Shoes, Inc., chairman of the 
Federation's allied trades 
division. 
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SEE the “GROW-ROOM” 


without X-ray 


with new VISUMETER® 


Children’s Size 
5 to 3 


NEW, IMPROVED MODEL 


Money 
Back 


ony $]50 


SUGHTLY HIGHER IN FOREIGN COUNTRIES 


Guarantee 


See “"GROW-ROOM” 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 
... (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUM ETER 
against foot to compare length accurately with inside measure of shoe. You 
and your customer actually see the “grow-room” in the shoe being fitted. 


Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. If not satisfied, return within 
30 days and your money will be refunded. 


THE LUDWIG CO. 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 





State ‘Product of Year’ Award Presented to Wolverine 


ROCKFORD, MICH.—More than 
200 Michigan industrial executives 
and civic leaders paid tribute to 
Wolverine Shoe and Tanning Corp. 
at a luncheon here in mid-October. 
The occasion was the company’s ac- 
ceptance of a plaque for Michigan’s 
“Product of the Year” for 1960 
[ RECORDER, June 15}. 

The product: Hush Puppies casual 
pigskins for men and boys. 


Michigan Governor G. Mennen 


Williams issued a citation congratu- 
lating the company on its “outstand- 
ing growth and faith in Michigan.” 
Similarly the mayors of the six 
Michigan communities in which Wol- 
verine operates plants declared “Wol- 
verine Hush Puppies Day.” Each 
plant held an open house. 

Adolph Krause, president of the 
company, accepted the award, with a 
response given by James G. Muir, 
vice-president, sales. 
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men’s shoes give you the right 


QUALITY * PRICE «DELIVERY! 


When you get the right quality, price and 


JACK 


NEW SLEEVE- 

GORE slip-on 

for real fit and 

comfort, with 
good-looking, nar- 

row saddle strap 

across instep. Black 

upper jeather, leather 
quarter lining with NON- 
SLIP COUNTER POCKET, 
drill vamp lining, steel arch, 
nuclear outsole, rubber heel, 
on our No. 15 Combination last 
IN STOCK to retail profitably at 
$10.95-$11.95. 


WRITE TODAY 
for the name of your near- 


est Shaw distributor, and 
our new fall-winter catalog, 
showing our complete line 
of mea’s casual, dress, 
work and comfort shoes. 


Bev)” 


delivery on your men’s shoes, your profits 


are assured— and Shaw does just 
that! In addition, Shaw's unique 
Trade Builder way of supplying 
you with overnight service 
from the over 60 Shaw dis- 
tributors in every section 

of the country, keeps 

your inventories low 

and your profits 

high— WITH 

SHOES WHEN 

YOU WANT 

THEM! 


NATIONALLY ADVERTISED 


IN 
POPULAR 
MECHANICS 


Outdoor Life 


"Over 38 Years of Quality Shoemaking” 
M. T. SHAW, Inc., Coldwater, Michigan 





Michigan's "Product of the Year" 


Charline Osgood Closes 
Her New York Office 


NEW YORK—Miss Charline Os- 
fashion authority in the 
leather field, announced she has 
closed the offices of Osgood As- 
sociates at 1270 Broadway, here. For 
the rest of this vear she will con- 
tinue to present the fall colors of 
four tanners, William Amer Co., 
Benz Kid Co., John R. Evans & Co 
and Goniprow Kid Co. She will work 
from her home, 333 East 43rd St. 

Miss established 
Associates in 1959 and 
serving as fashion director for these 
leather companies. Earlier, she was 
style director for the Kid Leather 
Guild, a larger group of important 
kid tanners 


good, a 


Osgood Osgood 


has been 


She has not announced her future 
plans. 


ISCO Shifts Delmar Div. 


ST. LOUIS—Delmar Shoe Co., a 
division of International Shoe Co., 
has been placed under the direction 
of the Senack Shoe Co., which is also 
a division of International. Both 
divisions operate leased shoe depart- 
ments selling women’s shoes pri- 
marily. 

Duane Martin, vice-president of 
Delmar, has resigned. His future 
plans were not announced. 


Colonial Adds a New Line 


BOSTON—The Colonial Tanning 
Co. has introduced a new leather 
line and named it black Polar 
Patent. Claims made for the leather, 
now in full-scale production, are that 
it combines durability, flexibility and 
lightness, and resists cracking and 
cuts well, giving a high yield. Polar 
Patent is available in both “grained” 
and “mirror” finishes. 
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Salesmen on the Road 





by VIVIAN C, ANDERSON 


Champion Boot Salesman 


TYPICAL westerner, tall and 
broad-shouldered Will C. Davidson 
is often referred to at shoe and 
western apparel shows as the dean 
of western wear salesmen. Now 
completing his 23rd year with Jus- 
tin Boot Co., Mr. Davidson has been 
a salesman-on-the-road since 1918. 

Six years ago, when the then 75- 
year-old Justin firm held its first 
nationwide sales conclave outside 
of Texas, in Denver, Mr. Davidson 
was honored as “world champion 
cowboy boot salesman of 1953.” To- 
day, at the age of 68, as he makes 
his sales rounds in Colorado, New 
Mexico and El Paso, Tex., he 
proudly wears the gold and silver 
ruby-studded belt buckle awarded 
him at that time. 

Born in Omaha, Neb., Mr. David- 
son has lived in Denver since 1911, 
when he was told by eastern doctors 
that he was dying of tuberculosis 
could prolong his life six 
months by moving to Denver. That 
was 49 years ago! 


and 


AFTER a fling traveling for the 
General Cigar Co. in the Mountain 
States, Mr. Davidson went on the 
road selling western goods for the 
Miller Hat Co. He held that job un- 
til he joined H. J. Justin & Sons, 
Inc., Fort Worth, Tex. He was a 
close friend of the late John Justin, 
Sr., and he has continued the close 
relationship with John Justin, Jr., 
president of the company 
1952. 

For twenty-three years until her 
death in 1955, Mrs. Davidson 
traveled with her husband. Their 
only child, Hope, is now the wife 
of Lowell Parker, city editor of 
the Indianapolis Star. Mr. David- 
son has a grandchild, little Molly 
Deborah Parker. 

Mr. Davidson is a 32nd degree 
Mason, a Shriner and an honorary 
life member of the Elks. He has 
been active in the Mountain States 


since 
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Shoe Travelers Assn. and the Rocky 
Mountain States Men's Apparel 
Club. 

Hobbies? When you don’t find 
him at rodeos, the Western Stock 
Show or with other western boot 


Will C. Davidson shows his gold and silver 
ruby-studded belt buckle, a cowboy boot 
salesman award from Justin Boot Co., to a 
friend, nationally known rodeo announcer 
Cy Taillon of Denver, at a western show. 


and apparel friends, he spends his 
time reading and watching tele- 
vision at his home at 1483 Ash St.., 


Denver. 
* a * 


Plucky Traveler Recovering 


FROM Philadelphia came a short 
note, printed with a left hand 
(requiring 20 minutes) by right- 
hander Gene Sackett, a shoe trav- 
eler for more than 21 years. Mr. 
Sackett’s right arm has been in a 
cast following a car accident almost 
three months ago. 

Vice-president of the Middle At- 
lantic Shoe Travelers, Mr. Sackett 
is taking on a new job as sales rep- 
resentative for the Joseph Herman 
Shoe Co., Millis, Mass. He resigned 
as traveling salesman (same terri- 
tory) for the Laconia Shoe Co., 
Ine., Laconia, N. H., after almost 
10 years with this firm. 

Mr. Sackett has received many 
ecards during his convalescence. He 
concluded his note with, “I want to 
thank all my friends for thinking 
of me. I'll be back on the road ina 
few more weeks.” 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


Dean of Salesmen Is 90 


THE oldest retired Ball-Band 
footwear salesman, Edward C. 
Swayne of Elkhart, Ind., celebrated 
his 90th birthday by revisiting the 
plant of Mishawaka Rubber Co. and 
sharing his birthday cake with old- 
time friends. He was personally 
congratulated by the company pres- 
ident, L. S. Long. 

Mr. Swayne began his shoe ca- 
reer with Ball-Band in 1900 and 
continued with the same firm until 
1932, when he retired because of 
ill health. In this time he pioneered 
sales territories in Indiana, Ohio 
and West Virginia. Horse-and-buggy 
was his transportation for the first 
13 years. In western Ohio he vis- 
ited each county seat by train and 
then hired a horse, buggy and 
driver to cover county retail stores. 

For several summers he worked 
in Ball-Band’s shipping room. 

Mrs. Swayne died in 1957 follow- 
ing the couple’s 63rd wedding anni- 
versary. Mr. Swayne lives at 169 
Home Ave., Elkhart. 


A Dunking for the Manager 
AFTER presenting spring 1961 


styles to salesmen of Allen-Ed- 
monds Shoe Corp., Belgium, Wis., 
at the company’s fall sales confer- 
ence, Floyd Linn, new sales man- 
ager, was “baptized” by his travel- 
ing representatives. 

The salesmen, gathered at Max- 
wellton Braes resort in Bailey’s 
Harbor, Wis., unceremoniously 
dunked their new manager in the 
swimming pool. He was fully 
dressed with new red slacks and 
‘Char-Burgon” loafers. Mr. Linn 
and the loafers came out of the pool 
in fine shape. There’s a “for sale— 


cheap” sign on the slacks. 
s + Zs 


From Cadillacs to Shoes 


Lewis Dunn, who formerly sold 
Cadillacs in South Carolina, his 
home state, has decided to sell 
shoes instead! He has taken on the 
men’s, women’s and children’s cas- 
ual shoe lines for the Culver Manu- 
facturing Co. as southeastern rep- 
resentative. 





Personnel 





W. K. THREADGILL 
Southeost Manoger 


ROBERT W. KASTEN 
VP-Soles Head 


Promoted... 


W. Kirby Threadgill, to south- 
eastern sales manager for the B. B. 
Walker Shoe Co., Asheboro, N. C. 
He has been a salesman in central 
and western North Carolina. 

W. Ralph Miller, to sales repre- 
sentative and administrative assis- 
tant in the wood hee! plant of Vul- 
can Corp., at Portsmouth, O. He has 
been associated with the company’s 
Portsmouth operations for 17 years. 


Appointed... 


Robert W. Kasten, vice-president 
and sales director of the Weinbren- 
ner Corp., Milwaukee. Before en- 
tering shoe manufacturing, he was 
vice-president and sales manager 
for Albert Trostel & Sons Co., tan- 
ners. 

Duke Markell, representa- 
tive for E. E. Taylor Corp., Free- 
port, Me., covering New York City, 
including Brooklyn; Long Island 
and southwestern Connecticut. He 
is a former major league baseball 
pitcher. 

E. B. Brown, sales representative 
for Nashua Footwear Corp., Law- 
rence, Mass., covering Louisiana 
and Mississippi. He replaces 
Charles Hebert, who resigned. 


sales 


CALIE MYERS 
Two More Stotes 


EDWARD VOLLMER 
Bigger Territory 


DUKE MARKELL 
Nemed by Taylor 


£. 8. BROWN 
Joins Neshuec 

Harold Hankin and Paul Short, 
sales representatives for Desco 
Shoe Corp., New York. Mr. Hankin 
will travel eastern Pennsylvania. 
Mr. Short, who rejoins Desco after 
a three-year absence, will 
North and South Carolina, Georgia 
and part of Tennessee. 

John M. (Jack) Leach, sales rep- 
resentative for the Fashion Craft 
division of Craddock-Terry Shoe 
Corp., Lynchburg, Va., covering 
Texas, Oklahoma and part of Lou- 
isiana. 


cover 


Lee Strickland, sales representa- 
for the William Brooks Shoe 
Co., Nelsonville, O., traveling the 
Carolinas, Georgia and Florida. 

Ed Englander, sales representa- 
tive for Sandler of Boston, Need- 
ham Heights, Mass., covering east- 
ern Ohio and West Virginia. 

Herman C. Johnson, district 
manager for Freeman Shoe Corp., 
Beloit, Wis., in the Mid-Atlantix 
area, comprising eastern Pennsy]- 
vania, southern New Jersey, Dela- 
ware and Maryland. He will person- 
ally travel Philadelphia and other 
cities in Pennsylvania, Delaware 
and South Jersey. 

Boyd Covault, assistant to Her- 
man C. Johnson in the Pennsylva- 
nia-Maryland territory of Freeman 


tive 


} 
Saies 


DAVE RAMEY 
Joins Trimfit 


PHYLLIS HANES 
Color Consultant 


JOHN M. LEACH 


HAROLD HANKIN 
To Feshion Croft 


Desco Solesmon 
Shoe Corp. He traveled in Pennsy!- 
vania last year while Mr. Johnson 
was convalescing from an illness. 
Rex Stephenson continues to repre- 
Freeman in various Maryland 
towns which are part of the Wash- 


sent 
ington, D. C., trading area 

Calie Myers, sales representative 
for Allen-Edmonds Shoe Corp., 
gium, Wis., covering New Mexico 
and Arizona in addition to his pre 
‘f Mississippi, Ar 
Oklahoma 


>.) 
iT ae | 


vious territory 


kansas, Louisiana, Texas, 
and Kansas. 
Edward Volimer, 
tative for Allen-Edmonds 
Corp., traveling Wyoming, Colorado, 
South Dakota, Nebraska and Kan- 
sas in addition to his original terri- 
of Wisconsin, Minnesota, Ili- 


nois, lowa, Missouri and North Da- 


le 
saies 


represen - 


Shoe 


torv 


kota. 

Mahlon (Mal) Reid, 
States sales representative for the 
men's and women’s casual 


Manufacturing Co., 


Mountain 


lines of 
Culver Erin, 
Tenn. 

Murray Cohen, Ohio sales repre 
sentative for the men’s and women’s 
casual lines and children’s house 
slippers manufactured bys 


Manufacturing Co. 


Culver 


Clayton Hultgren, eastern repre 
sentative for Brogan Footwear, Inc., 
Los Angeles, in addition t 
as Midwest district sales manager, 
in Chicago. 

Paul Daniel, superintendent of 
the Perth, Ont., factory of Brown 
Shoe Co. of Canada, Ltd. Formerly 
of Murphysboro, Ill., he was asso- 
ciated with Brown Shoe Co. in the 
U. S. 

Phil Bennett, sales representative 
for Avenia, Inc., Boston, the import 
division of Joseph Antell, Inc. He 
will cover a West Coast territory. 


his post 
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Where to Buy 





JOBS 


JOBS 


JOBS 








IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Highest Prices Paid 
Complete Shoe Stocks 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 





Short Leases Assumed 











MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 Medison Ave., New York City 


Please tell me more about your news- 
peper ed clipping service and special 


short term trial offer. 
Neme 

Compeny 

City 











Mrs. Phyllis Hanes, color 
sultant for South Leather Co., Bos- 
ton. She will help develop new col- 
ors and new effects for calfskin, 
and will conduct surveys on women’s 
better fashion shoes through manu- 
facturers and buyers. Mrs. Hanes 
is fashion editor of the Boston Her- 
ald and Traveler. 

Russell Klink, sales representa- 
tive for Harri Hoffmann Co., Inc., 
Milwaukee shoe dressings firm, in 


con- 


1960 


November |, 





| upside 
handles 24”, 
| $4.95. Poviage prepaid in USA. Specify handle length 


For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Bronds Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fattiane 
MOSINGER-COHN 


BOX HANDLERS 














LONG ARM* 


Pee of taten bos NonMer 


You 


REACH 
HIGH SHELVES 


EASIER 


Quicker and safer than by | 
any other method. ong 
Arms handle the full boxes right side up; empties 














tae 


anteed. 
$3.95; 


down. oa Long Arms with 
48”, 


with 72” handles, 
desired 
jobber Tw 


if for men's or women's boxes. 


CARL BEEMAN 
Cedar vate Rd. Stamford, Conn 


Your 


Chicago and northern Illinois. He 
replaces the late George Teasdale. 
Formerly he had covered southern 
Illinois and Indiana. 

William A. Suiter and Rhoda M. 
Stewart, vice-presidents of the Mar- 
bon Chemical division of Borg- 
Warner Corp., Washington, W. Va., 
makers of shoe heel and sole mate- 
rials. Mr. Suiter has been Cycolac 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since '82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 


resin sales manager, and Miss Stew- 
art has been director of purchases. 
Dave Ramey, sales representative 
for the Hanes Hosiery line, distrib- 
uted on the West Coast by Trimfit 
Hosiery of New York. His territory 
includes the San Joaquin Valley and 
Sacramento areas of California. 


Transferred... 


Ray Brooks, sales representative 
for Sandler of Boston, Needham 
Heights, Mass., from the Ohio-Mich- 
igan-West Virginia territory, where 
he carried the Miss Sandler line 
and, in smaller towns, the regular 
Sandler line—to the Michigan-west- 
ern Ohio territory, where he will 
carry both the Sandler of Boston 
and Miss Sandler lines. The trans- 
fer followed the recent death of 
Harry Minor, Sandler representa- 
tive in Ohio, Michigan and West 
Virginia. 





Wanted to Purchase 





* SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire fer fast ac 
tlen . . . quality men's, 
women's and children's shoes. 


Y >, oo FOR OVER 45 YEARS 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


Phone or wire 
collect 





B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











NEW YORK 13, N. Y. 
8E 3 





WE PAY MORE f.cause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


MEMPSTEAD SHOE CO., INC., 269 PULTON AVE., HEMPSTEAD, L. L, MH. Y. 
Max L. Meltzer, Pres. lwanhoe 1-9888 




















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnst 6&-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avense 
Unies City, N. J. UNion 3-6413 


Phone or Wire Collect 




















M. STOFF and CO. 
CASH FOR SHOES 


Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. ~* 3-0141-2 





KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Iilineis 
Wabash 2-3797 














WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














YOU GET 


M 0 R : CHILDREN’S SHOES 
YOU GET Complete Stocks and 


NST aIe Stores Solicited 


At All Times. 


FOR CLOSE-OUTS of 
MEN'S, WOMEN’S and [epsuieie Ribs Gamma 


SHOE Co. 


79-81 READE ST 
NEW YORK 7. N.Y 
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Classified and Want Ads 


WANTED TO PURCHASE ADVERTISERS 


(in This Issue) 


F i RB s T Cc A L L eee This index is published as a convenience. No 
We're always ready to BUY your e D DY liability is assumed for errors or omissions. 
* COMPLETE STOCKS _* CLOSE-OUTS Alden, C. H.. Shoe Co 
* CANCELLATIONS oe 
GET TOP DOLLAR * SPOT CASH Si Sag wag 


Phos or Write EDDY SHOE CO. 132 N. 4th St. Sos Bier Steven, Toe. 
WA 5-9533 or WA 56-3927 Always Rellebie Phile. 6. Pa. 














amitta Shoe Co . 
Carry-Pack Company, Ltd 
Colonial Tanning Company, Inc - 
HELP WANTED SALESMEN WANTED a eee Cores 
Crown Rubbe ompany 
Curtis Stephens Embry Co 














SALESMAN WANTED for quality Line 
of Infants’, Children’s and Misses’ Cement and 
Pre-Welt Shoes. Reply to Box 741, Boor ann Doublewear Shoe Co 


WAN | ED Suon Recoapss, Chestnut & 56th Streets, Phila Dunham Brothers 
deiphia 39, Penna 


TRAVELING SHOE SALESMAN Eby Shoe Corporation 


\\ ELT NORTHERN OHIO, NORTHWESTERN Eddy Shoe Company 
PENNSYLVANIA, COMPLETE LINE of Edwards, Vincent, Co 


SUPERINTENDENT | coccesicer".iaicer ete Om | Tenateott Johnson Corporation 


time exclusive we Give “ede references -_ 


New England and traveling experience. Jung Shoe Mfg. Co., 
+ 4 4 


Sheboygan, Wisconsin 





Farber, L., Welting Company 


n9 REPRESENTATIVES WANTED TO Flynn, John, & Sons, Inc 

Reply to Box 797 SELL RAPIDLY GROWING LINE of white Foot-So-Port Shoe Co 

. : a eather nurses’ oxfords with cushion crepe *reema 3 Co 

BOC YT and SHOE RECORDER soles; to retail at $5 and $6; shoes carried in Freeman Shoe Corp. 

— Fe commission; many territories still I 
bs Le ~ available; give resume including background, Gaffin, Seth, Shoe Co., Inc 

Chestnut & 56th Streets lines presently carried and territory covered Gerberich-Payne Shoe Company 

Philadelphia 39, Pa Reply to Box 774, Boot axo Smoe Recospea, ; ck Cover 

a . . ¢ y > “ qQ > 

Chestnut & S$6th Streets, Philadelphia 39, Pa Goodrict BR F. & Hood Rubber 
SALESMEN WANTED. SIDEI OR Company ro Cae 

FULL TIME MEN WITH ESTABLISHED 

ACCOUNTS Volume well established chil Haus of Krause mse 68 

dren's shoe manufacturer (in-stock and make ‘ ad Sh c 76 
ips) National Distributior Complete line Hempstead Shoe ™ e. : 


SIDELINE SALESMEN WTD. Mime ca Nott Caries, Somme kee, | Hontywood Products v4 
” Southern California, Louisiana, Texas. Con Hubschman, E. & Sons, Inc 
tact ot once. R aly to Box 796. Boot anp Second Cover 
Snorer Recorper, Chestnut & 56th Streets, Phil a r ” 
SIDELINE SALESMEN WANTED FOR  adelphia 39, Penna. PS: Sia Sr 
ESTABLISHED MIDDLE OF THE ROAD 
in-stock women's shoes. New England terri 
tory, except Connecticut. Must live in Boston 
area. Draw plus commission. Reply to Box 


798, Boor ano Snore Reconpes, Chestnut & FOR SALE 


S6th Streets, Philadelphia 39, Penna Kelly Sales Co 

















Juvenile Shoe Corporation of 
America 








SIDELINE MAN WANTED: INSTOCK CHILDREN’S SHOE STORE IN NORTH Leverenz Shoe Company 
LINE O tilar_ priced work shoes and boots: HOLLYWOOD, x ‘ALIFORNIA ESTAB . 
Michigan, owa, Illinois; have some business lished nine years. Top brands only. Heart con Long 

$20, 


Arm 
established. Other territories available; attrac dition forces sale 000 cash required. In Ludwig Co., The 
tive commission; Union Shoe Mfg. Co., She formation given to responsible party. Reply to 
boygan, Wisconsin. The Columbia Line. Box 799, Boor axp Snore Recorper, Chestnut Miller Shoe Company 

BOW MANUFACTURER HAS OPENING & Séth Streets, Philadelphia 39, Penna Modern Orthopedic Appliance 
FOR FASTEST MOVING, POPULAR Mosinger-Cohn Shoe Co. 
PRIC =p leather ornaments to retailers. Pock 
et siz samples, 15% commission. All letters Polish Products (Skorimpex) 
answered. Replies confidential. Reply to Box ee 
793, Boor awn Soe Recorore an. & FOR RENT Portage Shoe Mfg. Co. .. 
S6th Streets, Philadelphia 39, Penna Potvin, R. J., Shoe Co 
ee : - - “ - 7 FOR LEASE CORNER SHOE STORE 

BEAUTIFULLY STYLED MEN'S QUAI BUILDING IN OROVILLE, CALIFORNIA Rubin, Irvin 
ITY FLANNEL SHOE BAGS Priced for where construction started on country’s highest 
Giveaway or resale. Shoe Mate of California, dam. Excellent prospects for boom business Sabel, I Inc 
1681 8th Street, Oakland 20, California Robert L. O'Brien, Realtor, 2345 Mitchel! ai hy ii c 
Avenue, Oroville, ( California Scott Foot Appliance Co 
ENT i = " Shaw, M. T., Inc. 

$40 East 14th St., New York City; OPPO Stoff, M. & Co 
ONT soe aap Je ue Sia 

is . STORE AND ASEMENT OCCU aie . 4 

LINES WANTED PIED by Thom McAn. Rent reasonable. Con Tingley _Rubber Corporation 
tact Owner, M. Wurtzel, 270 Madison Avenue, Topps Shoe Store 
New York City, MU 3.6340 Traister, Oscar, Shoe Company 


LINE WANTED FOR THE METRO Tver Rubber Company 
PAN AEDS OF NEW YORK CITY 
-XPE -NCED § an, large following, 
wants a popular priced well known line of MERCHANDISE 
women's and children’s shoes. Will be carried Vaisey-Bristol Shoe Co 
exclusively. Draw. Reply to Box 795, Boor A . 
ann Snowe Reconper, Chestnut & Sé6th Streets, EXTRA PROFITS, DISPLAY OUR Viner Bros., Inc. 

Philadelphia 39, Penna. PIXIE HATS ON YOUR COUNTER FOR Weil, M. K., Shoe Company. 
RAPID TURNOVER and ay! rofits. Made Wellco Shoe Corporation 

cI OMMISSION SIDELING SALEMAN, of strong Vinyl Plastic Yarns, Hand Knotted Wevenberg Shoe poration... 
GREATER WANTS in Fishnet Style. Ideal for v.. -. hair in Company 
VOLUME MEN’ rs ‘ee WOMEN’ S Manu- lace. Assorted colors. Available with pear! 
facturers line for chains and jobbers. Highest Conds $6.00 per dozen, or with Tahiti shells Wilbur Coon Shoes ° 
references. Write fully. Reply to Box 794, $7.50 per dozen postpaid. Send check or money Wolverine Shoe and Tanning 
Boot axn Snore Recorper, Chestnut & Séth order today to Little Falls Import Co., Little Corporation 
Streets, Philadelphia 39, Penna Falls, N. J. 

















United Shoe Machinery Corp 
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PLIRIB builds better shoes... with bigger savings 


Large PLIRIB installation for all Goodyear Welt Stride Rite® 
shoes is shown ct Green Shoe Company. The Stride Rite 
monogement developed special racks and overhecd 
blowers to team with United equipment for maximum pro- 
duction efficiency. 


PLIRIB insole system by United means better shoe- 
making with bigger savings . . . an engineered system 
that’s carefully designed for maximum cost-saving effi- 
ciency . . . a system that’s" tailor-made’”’ to your factory 
needs with a proven record of building bigger profits on 
Goodyear Welt shoes. 

Here’s how: 


With the United Plirib insole rib material you get 
a big increase in quality and uniformity. Plirib gives 
you a solid sturdy rib on your insole blanks . . . a rib 
that eliminates the need for all-over reinforcing and pro- 
vides better lasting conditions — lets you get ‘‘in close”’ 
for better inseaming and tighter edges. 

The (BAC Sole Cement Applying Machine — Model B 
with “permanent-bond” type cement gives you a uni- 
form cement film and bond strength. The GOODYEAR 


UNITED SHOE 
BOs TON, 














Insole Rib Attaching Machine — Model B speeds up 

production and eliminates unnecessary handling. The 

rib attaching machine gives you complete margin control 
. ensures accurate rib location. 


Add them all together means “better shoes with 
bigger profits’’ through the Plirib engineered insole 
system ... a United system that combines the latest in 
machinery with the best in insole rib materials and ad- 
hesives to help you cut costs and improve shoemaking 
quality. Call your United representative now and ar- 
range for a Plirib demonstration on your insole 
blanks. Plirib is a product of B. B. Chemical Co., and 
is distributed by United Shoe Machinery Corporation. 


MACHINERVY CORPORATION 
MASSBACH USETTS 








Perforated Leather 








Gold Craft 


shoe 


Fashion punch! Another exciting 
perforated leather by Colonial, in full color 


range for Spring. 





COLONIAL TANNING COMPANY, INC., Boston 11, Mass. 








GERBERICHS are “America’s Most 
Popular Boys’ Shoes” because they’re 
styled right by age groups: Youths 
814-12-3, Boys 1-6, Big Boys 64-11. 
Each size run, in this fastest grow- 
ing part of the shoe business, has its 
own comprehensive program of spe- 
cialized styles. 











GERBERICH-PAYNE SHOE COMPANY e sounr Joy, PENNsyLVANIA 
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